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GF metal business furniture is a GOOD investment 





THE CONVENTIONAL WAY 


At least 4” of the 2614" clear inside depth 
must be left unoccupied to allow working 
space, reducing filing capacity to 2214”. 


26%" PAYLOAD 


\\\\ \\\\ ANN \\| 


THE SUPER-FILER WAY 


Entire 263,” inside depth is usable 
because automatic swing-front drawer 
provides necessary working space. 


MODE-MAKER DESKS ® GOODFORM ALUMINUM CHAIRS 
SUPER-FILER MECHANIZED FILING EQUIPMENT 
GF ADJUSTABLE STEEL SHELVING 








-.-1eSsS to operate 


than any first-grade rigid front file 


In Super-Filer you get, not just a 
filing cabinet, but a better, faster, 
space-saving method of handling 
business records. 


Because of its exclusive swing-front 
drawer and V-angle spread, Super- 
Filer gives you more payload per 
dollar invested than any first-grade 
rigid front file . . . cuts operating 
time in half. 


But that’s just part of the story... 
Super-Filer saves valuable floor 
space, too. Each drawer contains 
18 per cent more usable filing space 
than conventional files. And two 
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5-drawer Super-Filers contain as 
much payload as three 4-drawer 
rigid front files . . . yet stand only 
434” higher. That’s why we say 
Super-Filer can pay for itself in 
space saving alone. 


Sounds incredible, doesn’t it? 


Make us prove it! Our representa- 
tive will be happy to show you why 
Super-Filer is first choice of Ameri- 
can business. Telephone your 
nearest GF dealer or branch office, 
or write for descriptive folder. The 
General Fireproofing Company, 
Dept. M-62, Youngstown 1, Ohio. 





GENERAL 
FIREPROOFING 


Foremost in Metal Business Furniture 








LARGEST U. S. INDUSTRIAL CORPORATIONS 


and tens of thousands of smaller organizations use 


MULTIGRAPH® Multilith’ Offset 





MULTILITH OFFSET incorporates more than 25 years of pioneering and continuous 


development of machines, processes, and methods. 


MULTILITH OFFSET has proved, year after year, by actual performance, that it is 


the master of any duplicating problem—simple or complex. 


MULTILITH OFFSET is the world’s standard of comparison in its field. 





With Multilith Offset you save money wherever copies are needed—be it in 


systems paperwork, office communications, or the duplicating of business forms 


\e + and promotional material. 


(—_- Find out how Multigraph Methods will help you—no matter what your business 
JES or its size. Call the nearby A-M Office—or write Methods Department, Addresso- 


graph-Multigraph Corporation, Cleveland 17, Ohio. 





EXPERIENCE-ENGINEERED & 


TIME-TESTED W A ddressograph-Mul tigraph 


PRODUCTION MACHINES FOR BUSINESS RECORDS 





USER-ENDORSED ¥ pape cbc pom coi 
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All these things that make a business tick le ke 





YOURS ON LEASE FROM 
World-famous 


STROM BERG-CARLSON 


* 


~% 
1 ils » . . . . ° 

a providing instant contact with key personnel with speed and com- 
plete privacy. Both telephone and loud-speaking types. 


aN PUBLIC ADDRESS 
: 





(ihe 

Ae) 
jAy S fz r to page anyone, anywhere . . . to broadcast important announce- 
ah” ments to all hands... to “pipe” the entire premises with morale- 








building music from tape or records. 


DIAL-X SYSTEMS 


the ultimate in completely private dial telephoning within the 
premises. Includes such wonderful features as a “memory” circuit 
which rings back busy stations for you, “‘executive-right-of-way” on 
busy lines and conference conversations with a group of executives 
on the same line. 


ome E-gold Bal, t-ae Va oy wale). 5; 


tailored exactly to your needs by factory-trained engineering spe- 
cialists using the whole wealth of Stromberg-Carlson sound products. 





And about that LEASE plan... It’strue! penny down payment! To get this preliminary 
After a free survey of your premises and needs _survey—entirely without obligation—send the 
and an engineering proposal to fit them, your coupon below or consult your telephone direc- 
installation will be made and serviced without a —_ tory under SOUND and PUBLIC ADDRESS SYSTEMS. 


ne at a ee eee ean me ee ee ee "1 
| | 
| STROMBERG-CARLSON COMPANY ' SC 
| SPEC. PRODUCTS DIV. « 1703 UNIVERSITY AVE. « ROCHESTER 3, N. Y. ! > Ve 
RG 
Without obligation, I’d like to know more about your custom engineering service 
| and your lease plan. | 
| And remember... 
COMPANY TETTTPTTIIITITTT TI TI TT TTT tit TLL eee | “There is nothing finer 
| ADDRESS erent | than a Stromberg-Carlson” 
a a a | 
| I 
ESRC TE ERE ner RE Cerne Le NT PS ROR PT aN CT ae 
Soi Say Sel ilies denies Sones ns nies Sato Sem sites Genes seiet> Mave cones scins Gamat eeu usa Sean meh nih es Ges les ns en niin open ue Gauls lds Gels So is as Gum io umm all 
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“A Mayflower Move 


is a Good Move!” | 








That’s what scores of Mayflower customers tell us every- 
day, and that’s the opinion expressed by Mr. F. J. N. of 
Flushing, New York about his move there from Ohio 
recently: 

“We were very pleased with Mayflower. As we are 

transferred about every 2 years it means a lot to know 

our household goods will get good care.” 
Your employees can have this kind of service, too. That’s 
why a Mayflower move is such a good move for them, for 
you, and for your company. 


AERO MAYFLOWER TRANSIT COMPANY, INC.+ INDIANAPOLIS 


224 Mayiiower§) 


7 
FURNITURE MOVERS 





AMERICA’S FINEST LONG-DISTANCE MOVING SERVICE 
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Single-handed, with an Electronic Pen, you can wipe out costly, 

hit complicated, cumbersome business systems and procedures. 
7 ELECTRONIC LONGHAND delivers handwritten messages, accurately, in 
a one-millionth of a second...to one or many places, in your building or 
es, miles away. Work smarter, not harder...use TelAutograph’s 
ion ¥ 
hly Telescriber System of ELECTRONIC LONGHAND. 
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The right chair eases str«: 
Harter 66 is that kind of chair. Correct posture 
design and precise handwheel adjustments 

fit the 66 to your body. Foam rubber cushions in 
seat, back and arms give cool comfort. The 

deep, molded seat is gently rounded to avoid harm- 
ful pressure to vulnerable nerves and arteries 
under your knees. Have a 66 fitted to you and start 
feeling “‘alive’’ at the end of each business day. 


Ne 


WITH 





HARTER 66 
EXECUTIVE 
StEEL 
POSTURE 
CHAIR 


and tension. The 


Write for informative booklet, Posture Seating Makes 
Sense. We'll send name of your nearest Harter dealer. 


Harter Corporation, 106 Prairie St., Sturgis, Mich. 
In Canada: Harter Furniture, Ltd., Guelph, Ontario 


U 


6 
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S$, MICHIGAN 
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LETTERS TO THE EDITOR 


Parkinson’s Liaw 


Sir: In your issue of August 1956, 
an article entitled “Profile of a new 
kind of manager” appeared. 

May we, with tongue in cheek, 
bring to your attention “Parkinson's 
Law’? 

D. LOGAN 
UNILEVER LIMITED 
LONDON 


a Mr. Logan has in mind MM’s statis- 
tics showing the geometrical increase 
in the number of clerical workers since 
1900. The article, called “Parkinson’s 
Law,” to which he refers, appeared 
in Britain's The Economist. Excerpts: 
“It is a commonplace observation that 
work expands so as to fill the time 
available for its completion. Thus, an 
elderly lady of leisure can spend the 
entire day [on a task] which would 
occupy a busy man for three minutes 
all told . . . Granted that work (and 
especially paperwork) is thus elastic 
in its demands on time, it is manifest 
that there need be little or no rela- 
tionship between the work to be done 
and the size of the staff to which 
it may be assigned. Before the dis- 
covery of a new scientific law—here- 
with presented to the public for the 
first time, and to be called Parkin- 
son's Law (Why? Why _not?)—there 
has, however, been insufficient recog- 
nition of the implications of this fact 
in the field of . . . administration. 
. . The rise in the total of those 
employed is governed by Parkinson's 
Law [and The Law of Multiplication 
of Subordinates] and would be much 
the same whether the volume of the 
work were to increase, diminish or 

even disappear .. .” 
EDITOR 


Management courses 


Str: We have been impressed by the 
growing popularity and use of short- 
term schools for middle and top man- 
agement. 

We are interested to learn what 
short-term management courses are 
scheduled for the coming year in the 
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For any office large or small... 


CUMOK_ DIVIDER -WALL 


pays off beautifully 


New HAUSERMAN Divider-Wall creates attractive, individual work 
units that can bring efficient order to sprawling general-office 
areas. Easy to erect or rearrange quickly, Divider-Wall 

defines department areas, establishes traffic lanes and screens 
employees from annoying distractions. 


With Divider-Wall standard colors—green, gray and tan, 
in addition to coral for gates—two dozen striking combinations of 
gate, panel and post colors are possible. And it’s permanent 
color, too. The HAUSERMAN baked-enamel finish never 
needs repainting . . . just periodic washing. 


To see Divider-Wall first hand, consult the Yellow Pages and call 
your nearest HAUSERMAN representative. He will gladly arrange 
for you to visit a nearby Divider-Wall installation. 


MOVABLE HAUSERMAN INTERIORS 


National Lifetime Service...an Exclusive Hauserman Dividend 


THE E. F. HAUSERMAN COMPANY 
7325 Grant Avenue, Cleveland 5, Ohio 


Hauserman of Canada, Ltd., Toronto, Ontario Free Booklet *. 


Please send your free full-color Divider-Wall booklet to: 





Name feet veermeha i ( 
Company teeta Wi ; 
Street _ . fh oar ct ; 
Cite, Zone_____ State ‘ : 


. 
. eee? 
2868 6a Ss Seep eeeeonneonaoneee Co eenenseeann ee 6.9 6,644.34 
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Mr. E. P. JORDAN, JR. Gen. Sales Mer. 


A. B. Dick Company, Mimeograph, 
Spirit, Azograph, Offset, Folding Machines, etc. 


Chicago, Illinois 


We use the 
Traveletter System 
at A. B. Dick Co. 


“From a management standpoint 
we like it because it saves time 
and simplifies paper work. It 
reduces errors. Expenses are re- 
ported while they are still fresh 
in the minds of our sales repre- 
sentatives. Also, Traveletter ex- 
pense reports are completely 
compatible with our accounting 
methods. 

“Our sales representatives like 
Traveletters, too. They like be- 
ing reimbursed—without delay— 
for money they've spent. No one 
complains about filling out a sim- 
ple expense report in order to 
cash a Traveletter. 

“As a credit reference, it’s excel- 
lent! We've been using Trav- 
eletters since 1949 and I've yet 
to hear of anyone having trouble 
cashing one.” 


The Traveletter System reduces 
cash advances, saves accounting 
time, prevents lost time and lost 
orders, builds morale of salesmen. 
Used by companies employing 
from 1 to 1,000 travelers, includ- 
ing United Aircraft Corporation, 
American Cyanamid Co., Western 
Electric Co., and many others. 


Traveletter 


... the better system for 
handling travel expenses. 


Descriptive Brochure on Request 


TRAVELETTER CORPORATION 
GREENWICH 4, CONNECTICUT 
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areas of controllership and of sales. 

For information as to where we may 

secure more detailed information re- 

garding schedules and tuition, we will 
be deeply appreciative. 

NORMAN F. EDWARDS 

HOLMES-DARST COAL CORP. 

KNOXVILLE, TENN. 


= MM, too, is impressed by the in- 
creasing number of courses being of- 
fered for executives. The trend is an 
indication of a new level of manage- 
ment professionalism. Consider these 
facts: At the end of World War II, 
only a handful of universities offered 
management development courses for 
other than degree seeking students. 
Today, more than 66 universities (by 
our count) provide a variety of short- 
term courses and seminars for busi- 
nessmen. The American Management 
Association has just compiled a list de- 
tailing courses available throughout 
the country for practicing manage- 
ment men. The booklet is called 
“Guide for Short Term Courses and 
Seminars for Management” and is 
available at 75 cents (50 cents to 
members) from AMA, 1515 Broad- 
way, New York 36. 

EpITor 


Management reading 


Sir: ...Tve put off for some 
time subscribing to MANAGEMENT 
MEtTHOps. Perhaps, too, I was put 
off by its odd [super-size] shape. 

But from time to time, I'd see a 
copy and have been increasingly im- 
pressed. So here goes my subscription 
and I'll give up something else. I'd 
appreciate your sending me 10 copies 
of your October issue. It’s one of the 
best single issues I’ve ever come upon 
and I'd like to make a general dis- 
tribution among my clients. 

BERNARD DAVIS 
MANAGEMENT, LABOR & 
COMMUNITY RELATIONS 

NEW YORK CITY 


MM’s management methods 


Sir: Your interesting and very infor- 

mative magazine has recently been 

brought to my attention . . . The edi- 

torial policy of your magazine is cer- 

tainly a tribute to your own “manage- 
ment methods” 

RUSSELL C. MOORE 

COORDINATOR OF NEW PRODUCT 

DEVELOPMENT 

CUTTER LABORATORIES, 

BERKELEY, CALIF. 





PLANT 
LOCATION 
FACTS 


Where to find plenty of 
the right kind of WATER 


New York State has water in great 
quantity and of the right quality for 
industrial operations. 

We can provide the answers to all 
your questions on water supply at any 
New York State location and without 
cost to you. We have complete details 
on all the municipal water supplies in 
New York State. We can provide meas- 
urements of the quantity or rate of flow 
of most of the State’s important surface 
waterways based on records kept for 
periods up to nearly half a century. In 
the case of ground water supplies, we can 
provide data concerning the probable 
yield and fluctuations in the water table 
at any New York State locality. 

The character or quality of New York 
State’s water, both surface and under- 
ground, has also been determined. Analy- 
ses are available which show the content 
of various mineral and other materials, 
hardness, pH range, temperature and 
many other factors. The water available 
for use at any given location can be 
specially sampled and analyzed for you. 

Water won’t be your only problem in 
deciding on a new plant location. You 
will want complete facts on labor, mar- 
kets, available sites or buildings, power, 
fuel, transportation and raw materials 
to mention just a few. And you will want 
information on these as they apply to the 


A tailor-made report 


Any or all of the factors important to 
your analysis will be covered in a con- 
fidential report to you—tailored to your 
needs. It will be prepared by a profes- 
sional and experienced staff to cover 
either New York State locations of your 
choice, or, if you wish, sites which we 
will select on the basis of your needs. 


Our booklet, ‘‘Industrial Location Serv- 
”” explains what we can do for you. 
To get your free copy, write me at the New 
York State Department of Commerce, 
Room 677, 112 State Street, Albany 7, 
New York. 


ices, 





EDWARD T. DICKINSON 
COMMISSIONER OF COMMERCE 
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Neutracel: the newest reason why Hammermill Bond prints better, types better, looks better 


New beauty for your Hammermill Bond letterheads 


-with hardwood’s finer fibers 


HEN you hold a sheet of the new 
‘Y Hammermill Bond up to the light, 
you'll see its noticeably more uniform 
distribution of fibers. This finer back- 
ground for your letterhead comes 
from “the magic of Neutracel,” a 
superior new pulp that’s exclusive 
with Hammermill. 

New printing methods and business 
machines created a demand for spe- 
cific paper qualities best obtained by 
blending different papermaking fibers. 
Now—with its exclusive Neutracel pro- 
cess—Hammermill has unlocked the 
special fiber qualities nature grows in 
northern hardwoods to improve the 
blend of pulps that goes into its 
fine papers. 

Neutracel’s special properties blend 
with other quality fibers to give new 


JANUARY 1957 


\ 


Hammermill Bond a smoother, vel- 
vety surface as well as a clearer, more 
attractive formation. And—Neutracel® 
lends increased opacity plus greater 
bulk—gives your Hammermill Bond 
letterheads both pleasing eye appeal 
and quality-denoting “heavy feel.” 
Only a few months ago, Hammermill- 
invented centrifugal cleaners were 
installed to make Hammermill Bond 
cleaner than ever before. Now we add 
Neutracel, a $6,000,000 step forward 
which brings you Hammermill Bond 
that 1) prints better; 2) types better; 
3) looks better. Ask your printer to 
show you samples. Hammermill Paper 
Company, Erie 6, Pennsylvania. 


fnamMERa, 


GUILD 


rustes// Bond. Many display this shield. 


%) Printers everywhere use Hammermill 
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How companies buy management 





The not always 
simple task of reading has become 
an increasingly vital and time-con- 
largely over-looked by management. Such policies suming executive function. 

To help their key men deal with 
the flood-tide of reading, some 
firms have been using rapid read- 
stantial cash savings. ing courses and other methods. But 


Workable policies for the purchase and distribu- 
tion of business book and magazines have been 


can aid greatly in controlling the vital, time-con- 
suming executive task of reading—and net sub- 







WHAT THEY SAID 






1. Does your firm have a centralized com- 
pany library? 


5. Would you regard your firm as easy or 
hard in its policy of permitting its people 
to buy books and magazines? 










YES ss 
eaaae: 27% EASY 
NO seroma 19% 
ce FAIRLY REASONABLE 
oe eR oO 





2. When you personally want to buy a busi- 














lsesiake : are h HARD 
ness book or magazine subscription, who epee 14% 
must approve the purchase? 
YOURSELF ‘ 
Pe I ey 51% 6. Of the magazines you read thoroughly, 
YOUR SUPERIOR are most your personal subscriptions or 
ae | 34% do they reach you on intra-company route 
LIBRARIAN OR EQUIVALENT ; lists? 
a in PERSONAL SUBSCRIPTION 
OTHER RE RRR 38% 
° i 
ae ins ROUTE LIST : 
° F 
3. Does the price affect the above? ESE — 
BOTH 
YES RE Re RE 46% 











24% 





eee 7. When do you do your business reading? 









4, After approval, how are orders for books AT OFFICE ; 
and magazines normally processed? ae 13% 
AT HOME 
YOUR PERSONAL ORDER TO SELLER ee ee 30% 
| 33% 
BOTH 
THROUGH PURCHASING DEPARTMENT 9 
ee 58% es sl 
THROUGH LIBRARIAN OR EQUIVALENT 
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literature 


results of a new MANAGEMENT 
Metuops survey indicate that one 
area has been largely overlooked: 
workable policies for the purchase 
and distribution of books and mag- 
azines. 

Such management _ literature 
comprises a significant segment of 
the modern executive's reading 
diet. Yet, in only one of the sur- 
veyed companies does top manage- 
ment feel that the problem of pur- 
chasing and distributing business 
literature has been successfully 
tackled. The company is Cutter 
Laboratories, of Berkeley, Calif. 
This firm nets substantial savings 
of time and money through a num- 
ber of common sense practices, one 
of which is simply to have the com- 
pany librarian handle the logical 
function of serving as a central 
clearing house. 


Management reports policies 


Reports from management in 
other companies showed the fol- 
lowing facts: 

While 27% of the firms have 
company libraries, only 4% get 
purchase approval through _ this 
channel. In approximately half of 
the companies, subscriptions are 
made on the say-so of the indi- 
vidual with no other approval 
necessary. However, this policy is 
most prevalent in the upper eche- 
lon; about 60% of the men sur- 
veyed on the departmental super- 
visor level stated that permission 
must be obtained from one or an- 
other of their superiors. 

Price is no deterrent to the exec- 
utive who wishes to purchase litera- 
ture. Even when a book or maga- 
zine purchase involves over-run- 
ning the budget or an expenditure 
of more than $25 or $50, addi- 
tional approval is required in only 
one in four of the surveyed firms. 

Buying books and magazines is 
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...where the 
Livin’ is EASY 


She’s not resting—she’s just relaxed 


She’s doing the billing on Egry Continuflo forms. There’s no 
carbon to interleave ...no “wash-up trips” to the powder room 
... no time-consuming paper jogging before she can type another 
invoice. Egry forms just “flo” in perfect registration, one after 
the other. 

No wonder this gal’s rélaxed. She knows the boss is happy too 
because she gets the billing done faster and cheaper—with no 
frustration. 

Yes, the livin’ is easy wherever Egry Continuflo forms are used. 
Ask the Egry man in your area to show you why. 


The Egry Register Company 


Dayton 2, Ohio 
Leipsic, Ohio * Los Angeles 


Egry Continuous Forms Ltd., Toronto, Montreal 











Circle 270 for more information 








Nhe SPilmiorl Denis ton 
of ’ Yeoaton Solder Go mfr any 
announces utth Wi, vide 


lhe appointment of 


OZALID DIVISION 


of General Aniline and Film Corporation 
asa diitrilulox of | 
Filmsort Unitized Microfilm 


Equipment and Supplies 





As the pioneer in the development of 
diazo type film, Ozalid has made and is making unique 
and varied contributions to the field of unitized 
microfilm. The use of diazo film in conjunction with 
Filmsort cards, readers and duplicating devices vastly enlarges 
the potential application of unitized film 


to active rec¢ yrds. 


We are confident that the newly established 
relationship between Filmsort and Oczalid will enable us 
to offer greater service to our customers 
throughout the world, and more valuable 


contributions to the entire microfilm industry. 





FILMSORT DIVISION 


DEXTER FOLDER COMPANY 
A Division of Miehle Printing Press and Mfg. Co. 


Pearl River, New York 
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a relatively simple procedure for 
management in most companies. 
Only 14% stated that their firms 
make the purchase a difficult one— 
and this is primarily because of the 
red tape involved in processing an 
order through the purchasing de- 
partment. 

The purchasing department is 
faced with the task of processing 
orders for books and magazines in 
58% of the firms. However, 33% 
of the executives surveyed place 
orders with the sellers themselves. 
In only 9% of the companies is the 
librarian given this responsibility. 


Reading is homework 


When does the executive get 
time to read the business maga- 
zines which pass over his desk? 
Thirty per cent classify it strictly 
as homework. The majority (57%) 
find time to read some at the office 
and only save what remains for 
the home. A very few (13%) keep 
their business magazine reading 
strictly for the office. 

A wide range is covered in the 
number of magazines seen and 
read each month. Top executives, 
on an average, see approximately 
seven different publications and 
read about half of these with rea- 
sonable thoroughness. The number 
looked at increases slightly down 
the management scale while the 
ratio of those read thoroughly re- 
mains the same. 


Company finds solution 


How can a company make the 
best use of the magazines it re- 
ceives? When a management com- 
mittee at Cutter Laboratories in- 
vestigated this question, it discov- 
ered that managers were receiving 
copies of magazines in which their 
interest was slight, yet the man- 
agers felt obliged to at least thumb 
through them. Further, a great deal 
of the purchasing department's 
time was being taken up in process- 
ing orders for subscriptions. 

A new policy was devised, shift- 
ing responsibility from the purchas- 
ing department to the librarian. 
This eliminated much red _ tape, 
duplication of effort, and many du- 
plicated subscriptions. Each year, 


| the librarian circulates a list of all 
| the publications received by vari- 
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PRODUC-TROL 
Visual Control 


not only schedules, 


automatically checks 
Bll with TIME, LINE 
and COLOR control 


Confucius said: “A picture 
is worth 10,000 words” 








Scheduling 
8,000,000 items 





® Original cost and upkeep low. 

*® Schedules and time checks operations. 

® Historical record to back it up. 

* Bad situations show automatically. 

Its simplicity has put it into 
world-wide use. 

¢ Analyze 100 items in 10 seconds. 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


Westport, Conn. 


(Circle 273 for more information) 


When MANPOWER, Inc. 
promotes its temporary 


help services 


IT USES 


Plaxtallions 


TO MAKE 
AN IMPRESSION 


a ee HH 5 


Fast-growing Manpower, Inc., the 
world’s largest temporary help 
service, wanted a bright, modern 
promotional gift which would 
stay on key executive desks, stress 
that local phone number. Solution: 
the popular Plastallion 3-minute 
telephone timer paperweight with 
the ‘Manpower girl’’ and message 
‘floating’ in the clear Lucite on 
two separate levels. All Plastallions 
aré individually tailored to your 
needs in just this way. They make 
impressive, long lived gifts, em- 
ployee awards, mementos of im- 
portant occasions, sales promotion 
pieces. 


a 








| NEW METAL CLASP ENVELOPE 
TAPS CUTS MAIL CLOSURE 
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In one easy sliding mo- 
tion, flap is securely 
locked. Fingers do not 

touch the metal. Provides 
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SLIDE FLAP FORWARD .. . IT’S SECURELY LOCKED... 


FREE SAMPLES! Compare KWIK-KLASP 
with your present closure method. Write 
or call today. No obligation. 


Immediate shipment in stock sizes. Manu- 
factured in any special size or paper. 
TENSION ENVELOPE Corp. 
819 East 19th St., Kansas City 8, Missouri 


t. Louis 10, Mo 
a Kansas City 8, Mo 


Minneapolis 1, Minn 
Fort Worth 12, Texas 


















Women’s Div.—EM4-4495 | 
tt 








FREE: 


For your 1957 planning 
send for our free 30-page 
catalogue illustrating a 
wide variety of personai- 
ized models, with prices 
in any quantity. 


CREATIVE PLASTICS CORP. 


Stony Brook 
Long Island, New York 
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ous individuals and, if they are 
routed, indicates who gets each 
one. A standard procedure is used 
for ordering additional periodicals, 
and for making certain that no one 
is receiving so many different mag- 
azines that he has no time for his 
work. The result is that there is a 
smaller amount of reading being 


| done by most individuals, but what 


reading they do is more purposeful. 
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WHAT A review of 


current surveys 


THEY 
SAID 





Pay of corporate directors 
up slightly since early 1953 
Average compensation paid to 
directors of corporate boards is up 
slightly, according to a survey of 
333 manufacturing corporations by 
the National Industrial Conference 
Board. Since early 1953, one-sixth 
of the respondents have increased 
either regular fees or retainers, or 
both. Only six firms have made re- 
ductions. 

For attending regular board 
meetings, outside directors in two- 
thirds of the corporations surveyed 
receive fees ranging from $20 a 
meeting to as high as $500. The 
most common pay is $100, reported 
by 43% of the firms, and $50, paid 
by 16%. Nearly half of the firms 
now pay directors’ fees of $100 and 
over, compared with slightly more 
than two-fifths in 1953. Outside di- 
rectors are also reimbursed for ex- 
penses incurred in attending meet- 
ings by two out of three companies. 

Most of the companies surveyed 
do not give their inside directors 
extra pay for board service. How- 
ever, of the 312 firms having both 
inside and outside directors, about 
one-third do pay officer-directors 
(either through regular meeting 
fees or retainers) in addition to 
their usual salaries as employees. 

In recent years, many corpora- 
tions have been placing directors’ 
compensation on a retainer or sal- 
ary basis. Currently, 92 reporting 
firms pay their outside directors a 
fixed salary for regular board serv- 
ice. This compares with 79 paying 
such a retainer in 1953. 
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‘ted addition and multiplication in bulk work such as payroll and Remember that operator training is no great problem with 
yaid billing. Here Comptometer’s dazzling speed and first-time- Comptometer. With continuing on-the-job use, your own 
rms accuracy are famous. employees soon reach proficiency with this fastest of all 
and : ' calculators. And your figures flow faster and faster as in- 


Do not be misled in your ideal of ‘treaching a machine's top 
production”’. The maximum inbuilt “Direct Action" speed of 
the Comptometer is almost unreachable. A novice operator It comes to this: It’s the overall cost per calculation that 
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Tight Money”? 


If you’re a small manufacturer 


who’s feeling the pinch, here’s a way 


to ease your cash shortage from within 


TODAY most companies need additional 
funds to finance continuing growth. Yet 
current restrictions make it difficult for 
them to borrow on favorable terms. Is 
your company caught in this squeeze? 


If itis, the McBee Keysort Plant Control 
Plan offers a solution. 


FirsT, look at your working capital. 
Chances are that a large portion is tied 
up in raw materials and work-in-process. 
If you could reduce these figures to a 
practical minimum — thus converting a 
greater part of working capital into cash 
— you would be able to finance more of 
your growth from within. 


THESE inventory reductions can be 
achieved by shortening the manufactur- 
ing cycle —moving production jobs 
through the plant on shorter schedules, 
regularly. For this, tight management 
control is essential. Yet accounting meth- 
ods which give management the on-time 
facts necessary for such control are too 
costly or too complex for most small to 
medium-sized plants. 


With one exception — Keysort. 








THE KEYSORT PLANT CONTROL PLAN is 
designed specifically for ‘small’ plant 
operations. Through readily understood 
daily, weekly, and monthly reports on 
every phase of plant operation, men and 
machines are utilized full-time. Backlogs 
are cut to a minimum, frequently elimi- 
nated entirely. Overtime is limited to 
emergencies. 


THE RESULT? Production schedules, from 
order to completion date, are sharply re- 
duced. This means earlier shipments and 
collections. You tie up fewer dollars in 
work-in-process, can operate with a low- 
er investment in raw materials. Your 
cash position is immediately improved. 


THE FLEXIBILITY and results of the Key- 
sort Plant Control Plan are being proved 
daily in hundreds of plants, some with 
fewer than 100 employees. Learn how 
PCP can bring to your company the bene- 
fits of truly modern management control. 
Without disrupting present accounting 
methods. At remarkably low cost. 


The McBee man near you has a complete 
presentation which shows how it’s done. 
Phone him, or write us. 








haa 614% 
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Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio ¢ Division of Royal McBee Corporation 
Offices in principal cities « In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
(Circle 277 for more information) 
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DOES MORE This new Verifax Copier does jobs 
beyond the scope of Ordinary office copiers. Makes 5 
copies of nearly anything in ] minute for just 2%¢ each, 
Copies can also be made on both sides of standard 
COpy paper . . , on pre-printed office forms 
*+- On Cards... and on translucent Paper for 
use as “masters” in whiteprint machines, 
You can even make an offset 
plate in ] minute for 
less than 20¢. with , 
low-cost adapter, y/ 
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MISSES NOTHING 
Nothing is ever left out - 
in Verifax Copies—bo 
Yi 
pen and pencil w1 past 
and those purplish spiri 


I . 4 ») t ac c 10n, 

















c | Oaday. 
V 














i 
| file 
| o— 
, s easy to read, handle, and head 
And they re . hig dt “feel” of fine letterhe< | 
i. » “look a 1e without notice. 
have the son quoted subject to change with¢ ! 
TS ric 
papers. 
| MAIL COUPON Topay 
| EASTMAN KODAK COMPANY | 
| Get all the facts Business Photo Methods Division | 
| on the Signet 343 State Street. Rochester 4, N, y. sal ' 
Send for free folder which Gentlemen: Please send free Veritas Signet oer. 
| describes this remarkable plus your booklet on \ erifax short cuts. No obligation. 
| $148 copier in detail and Name_____ ET, - a 
| Zives facts on complete line 
| of Verifax Copiers. Or get in Company ere 
touch with your nearest Position i: 
| Verifax dealer. listed in the 7 
| yellow pages” under “Photo. Street__ a 
| copy Equipment.” City : iy State 
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Swap 60 seconds for an idea 





that may save your company thousands of dollars? 








We'd like to show you how a great many 
leading companies have improved their 
communications and pocketed sizable savings 
with P-A-X—the “‘inside”’ business 
telephone system. 


P-A-X keeps your present switchboard and 
phones free for outside calls. Lets you make 
inside calls in a flash—OVER YOUR OWN 
PRIVATE TELEPHONE SYSTEM. Sharply 
cuts telephone operating costs. 


Top firms in all industries save time 

and money with P-A-X— in fact, they tell us 
they’d be in a jam without it. See for yourself. Let 
us send you an interesting Case History File 

that gives facts and figures. Write: Automatic 
Electric Sales Corporation, 1033 W. Van Buren 
Street, Chicago 7, Ill. In Canada: Automatic 
Electric Sales (Canada) Ltd., 185 Bartley 

Drive, Toronto. Offices in principal cities. 


6 p A X business telephone systems 


| AUTOMATIC C> ELECTRIC 


Originators of the dial telephone + Pioneers in automatic control 
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THe Facts 








RECENT COURT CASES 





by Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


The “convenience of employer” rule permits employees 
who are required to room and board on their employer's 
premises to exclude the value of such meals and lodging 
from their taxable income. Does this rule apply to partners? 


Tue Facts —A husband and wife 


were co-owners and operators of a 
hotel in West Virginia. Their 1950 
joint income tax return showed that 
the source of most of their income 
in that year came from the opera- 
tion of the hotel. They gave their 
full time and attention to the hotel 
and were required at frequent in- 
tervals to remain there overnight. 
They owned a home but occupied 
it only occasionally when their 
presence at the hotel was not re- 
quired. Because of the many hours 
spent at the hotel, they ate most 
of their meals there. 

They contended that food con- 
sumed by them and expenses at- 
tributable to their living at the ho- 
tel were deductible business ex- 
penses of the partnership, because 
it was necessary that they eat and 
live at the hotel. The Commissioner 
of Internal Revenue contended the 
expenses were personal and dis- 
allowed them. 


rue Retwwc — The “convenience 
of employer” rule in substance is a 


holding stating that where employ- 
ees are required by the terms of 
their employment to live on the 
premises of their employer and 
take their meals there, for the con- 
venience of the employer, they 
may exclude the value of such 
meals and lodging from their tax- 
able income. This rule has been 
generally recognized by the com- 
missioner and the courts. 

The partners, however, were not 
considered employees. They were 
husband and wife owning the en- 
tire business as partners, declared 
the courts. 

If the code treated a partnership 
as a separate taxable entity, and 
the partners as employees, then, 
speculated the court, the cost of 
the meals and lodging might be de- 
ductible. Accordingly, concluded 
the court, the sums attributable to 
taxpayers meals and lodging may 
not be deducted as a business ex- 
pense. (Commissioner of Internal 
Revenue vs Doak, U.S. Court of 
Appeals, 4th Cir., decided June 5, 
1956. ) 





THE QUESTION 


Does the gross estate of a deceased person include the 
value of property given away by him nine months before his 


death for estate tax purposes 


— Mr. Smith trans- 
ferred a parcel of real estate to his 
son on May 1, 1953. He had, how- 
ever, reserved the income from this 
real estate to himself for his life. 
On July 1, 1951, he released the 
previously retained life estate and 
gave his son the full fee title to 
the property. 

Mr. Smith died on March 1, 1952. 
The release of the life estate by 
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him was admittedly made in con- 
templation of death. The Commis- 
sioner of Internal Revenue, in re- 
viewing the estate tax return, con- 
tended that the property given to 
the son on July 1, 1951 should be 
in the deceased's gross estate. 


Tue Rvuiinc — The gross estate 


of a deceased person consists of 
real, personal and all other prop- 


c---;- eee eee 4 


Attend Mid-America’s 
famous 


CHICAGO SEMINAR 


March 11 to 14 
Conrad Hilton Hotel 
Chicago 


13 top-name (practical minded) ex- 
perts will give you proven ideas— 
ideas geared for immediate use to 
solve these high cost office 
problems: 


e@ High labor turnover 





e Hit and miss hiring practices 


@ Ineffective training 


@ Low morale—low productivity 


@ Voluminous record systems 
e Faulty communication 


e@ Careless supervision 


The 15th Annual CHICAGO 
SEMINAR is co-sponsored by the 
Chicago Chapter of the National 
Office Management Association and 
Northwestern University, and is 
also held concurrently with the 
BUSINESS SHOW —a gigantic 
display of all the latest office equip- 
ment and electronic office machines. 


Clip and mail to OMAC, Dept. MM 
105 West Madison St., Chicago 2, Ill. 


I want to reduce office costs! Please 
send me details of the Chicago Semi- 
nar and Business Show. 
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Always Counts 


Whether you're typing business let- 
ters on land, sea or even in the air 
(yes, Virginia, there are flying carpets), 
the impression they create has to be 
the right one. That’s why discerning 
secretaries everywhere depend upon 
Columbia Ribbons and Carbons to 
give that special note of correctness 
to their office correspondence. Colum- 
bia Ribbon and Carbon Manufactur- 
ing Co., Inc., Glen Cove, N. Y. 


COMMANDER 


TITAN 


| 
| 






erty owned by him at the time of 
his death, except real property sit- 
uated outside the United States. 

In this case, however, Mr. Smith 
relinquished his retained life inter- 
est within one year of his death. 
Such a transfer is deemed to be 
made in contemplation of death. 

There is no reason to favor a 
person who relinquishes his inter- 
est in contemplation of death over 
the taxpayer who retains possession 
of his property until his death and 
disposes of it by his will. 

Accordingly, it was held that the 
relinquishment of possession by 
Mr. Smith in contemplation of 
death renders the entire value of 
the property inclusive in his gross 
estate for estate tax purposes. ( Rev- 
enue Ruling 56-324, I.R.B. 1956-28, 
July 1956.) 





THE QUESTION 


Are prepaid medical ex- 
penses deductible? 


THe Facts: Taxpayer's dependent 
was a patient in a hospital. Since 
it was expected that the dependent 
would be hospitalized for a lengthy 
period, taxpayer, on December 29, 
1950, paid the hospital a large sum 
of money to cover all of the pa- 
tient’s expenses through January 
20, 1952. He then deducted this 
payment in his 1950 income tax re- 
turn. The Commissioner of Inter- 
nal Revenue would not allow the 
deduction on the ground that the 
payment was not for medical care 
in 1950. Taxpayer contended that 
the payment satisfied the code; that 
it was made in the taxable year, for 
medical care, and for a dependent. 


THE RULING: The Tax Court de- 
clared that intent of the statute is 
to allow a deduction for medical 
expenses incurred and paid for in 
a taxable year. Advance payments 
for medical services to be ren- 
dered in a subsequent year may 
not be considered as a medical ex- 
pense in the taxable year. Expenses 
are not incurred in a taxable year 
unless there is a legal obligation 
to pay them. Accordingly, con- 
cluded the court, taxpayer’s de- 
duction for medical expenses is 
properly not allowed. (Robert S. 
Bassett et al. vs. Commissioner of 
Internal Revenue, U. S. Tax Court, 
decided June 21, 1956.) 
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Royal’s Satin-Chrome, square tube reception room furniture 


look... for better first impressions 


In your reception room or general office, attractive, 
comfortable furniture means lasting 
- _ and favorable first impressions . . . that’s why 
Loyal METAL FURNITURE : companies that are going places choose 
ee ise en peti Royal Metal Furniture. It’s inviting, functional, and 
OFFICE 3 . designed to the very best standards of taste. 


CONFERENCE VERTICAL g : Choose Royal for all your office furniture— 
ROOM FILING : i 
ps acini and you choose the finest. 
GENERAL * , 
OFFICE . Royal 1210 executive posture chair 
RECORD . — 
Melero icy STORAGE 
CABINETS ‘ qe METAL FURNITURE jpg 


RECEPTION i ROYAL METAL MANUFACTURING CO. 
a Fogel 175 N. Michigan Ave., Chicago 1, Illinois, Dept. 4.8 
WARDROBES 

EMPLOYEE AND send for awe ‘7 


REST AREA SHELVING Please send free folders on Roya/ Office Furniture and complete infor- 
folders and mation on Royal Office Planning Service. 


DEALERS AND SHOWROOMS— iN information 
COAST TO COAST '% ; Name 
on 
decorator-planning Company. 
service Address 
City, Zone, State 
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William Shannon, President of Servomechanisms, Inc.: the story of an engineer 
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tomorrow s business 





Some companies can survive only by “‘staying ahead of the 
future.”’ This article describes the methods used by one 
future-oriented electronics firm—practical, adaptable methods 
that will help you transform problems into advantages and 


multiply sales into profits. 


THE PROBLEM: 


Begin a tiny business with only token capital, expand it 
into a multimillion dollar operation competitive with the 
giants. 


THE ANSWER: 


Sell ideas to finance facilities; anticipate customers’ future 
needs and be ready with a new product by the time the 
need exists; plot growth on the basis of predictable new 
product demands; attract and hold top technical and 
management personnel. 


THE MAN: 


William W. Shannon, President of 
Servomechanisms, Inc. 
Hawthorne, Calif. 








PROFILE OF A NEW KIND OF MANAGER 


mums The story of William Shannon is 
the story of an engineer turned manager—and how 
an open-minded, experimental approach can re- 
sult in the scientific refinement of key manage- 
ment methods. 

The electronics industry—of which Shannon's 
Servomechanisms, Inc. is an increasingly impor- 
tant part—is noted for its growth. For those in the 
industry, there are boons to this boom: accelerated 
activity stimulates accelerated profits. But it also 
carries with it unavoidable collisions with prob- 
lems of super-size proportions. To penetrate these 
problems and reach the profits calls for intensified 
management effort and sharper management tools. 
It requires “dynamic stability,” a term Shannon 
defines by likening to a jet plane whizzing along 
at top speed, yet always under the full control of 
the pilot. 

All managers can learn from the experiences of 
a fast-moving company like Servomechanisms, Inc. 
Here is a company whose geometrical growth sit- 
uation has not only demanded use of the most 
solid management methods, but forced the need 
for pioneering advancement of these methods. The 
refinements can now be applied by other firms, 


A case history 






no matter what kind of product is involved or the 
company s present rate of growth. 


The facts 

One day in the summer of 1946 three young en- 
gineers who had quit their good jobs rented a 
small office in Lower Manhattan’s second-hand 
radio parts district. They were starting a new op- 
eration with what they hoped was a good idea. 
Their plan was to build a business around the 
principle of the servomechanism—an electronic de- 
vice that can be made to translate impulses into 
mechanical actions of all kinds while sensing and 
correcting the slightest deviations. The three men 
had little capital ($6,000), no reputations, no staff, 
no plant or equipment, and no orders. 

Now as Servomechanisms, Inc. enters 1957, it 
looks back on a fitful start followed by a period 
of spiraling success. It has just completed its best 
year—sales in excess of $17 million, earnings 
in excess of $600,000—and prospects for the cur- 
rent year look even brighter. The company em- 
ploys 1,500 people (up from 800 14 months ago) 
in plants on the West Coast, in Long Island and 
in Toronto. It has a listing on the American and 





SMI's management plans 
the product to meet the 
customer's future 

need. Left to right: 
President Shannon and 
VPs Larsen, Redemske 
and Granholm. 
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Los Angeles Stock Exchanges, a solid reputation 
for its abilities and accomplishments, a multimil- 
lion dollar backlog of orders for an expanding 
range of electronics and related products. SMI’s 
three founders—President Shannon, and Vice Pres- 









idents John Granholm and Ralph Redemske—have 


attracted other youthful and aggressive talent in ™ ; 

Vice Presidents Harold R. Larsen and Gerard Q. ¢ How to create tomorrow's sales now 
Decker, and now head a management that has ° 

been painstakingly built through the years. e 


PROBLEM NUMBER |: How to Launch a Business Without Capital 


An imaginative financing meth- 
od puts SMI in the manufactur- 


ing business 


w As with a new firm whose ideas 
are behind the times, a firm that 
begins with an idea ahead of its 
time faces severe odds for survival. 
If such a new firm is independent 
of outside support and hampered 
by a lack of working capital to 
sustain itself during its weaning 
period, the odds become even 
narrower. Throw the infant enter- 
prise into a situation where what 
few orders are available are being 
dominated by its bigger, stronger 
competitors, and the odds begin to 
appear insurmountable. 

These were approximately the 
conditions facing William Shannon, 
John Granholm and Ralph Redem- 
ske when they formed Servo- 
mechanisms, Inc. in 1946. They 
were newcomers in a new, uncer- 
tain industry, with nothing more 
to rely on than their technical 
know-how and their untested man- 
agement ability. 

Despite the odds they faced, the 
three engineers undertook their 
venture with youthful enthusiasm. 
Reason: they had devised a plan 
calculated to bootstrap their “com- 
pany’ into a major electronics 
components manufacturer. 

The plan was a simple one. It 
was founded on a belief held by 
Shannon and his associates that 
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American industry was ripe for the 
precisely accurate, highly sensitive 
automatic controls that could re- 
place manual work with push but- 
tons in factory and office. Servo- 
mechanisms, Inc. would begin by 
selling the idea of automatic con- 
trols to industrial concerns, then 
obtain contracts to design tailor- 
made automatic control systems. 
With the profits they would earn 
as designers, they would buy the 
equipment and facilities needed to 
begin manufacturing one of the 
key components—servomechanisms 
—and perhaps some of the other 
necessary electronic units. 

In theory, this plan was a good 
one. But the question remained: 
will it work? 


THE ANSWER 


It quickly became apparent that 
American industry was not quite 
as ready for automation as were 
SMI’s_ three owner-employees. 
These were the days before auto- 
mation had become a_ household 
word—in fact, before the word had 
been coined at all. Businessmen 
were impressed by the startling 
predictions of what electronic con- 
trol devices could do. But few peo- 
ple really understood what elec- 
tronics was all about. The general 
attitude among business executives 
seemed to be—“Interesting, but let’s 
wait and see.” 

Shannon, serving as SMI’s chief 


How has this management dealt with the prob- 
lems that have confronted the company since its 
humble beginning? MANAGEMENT METHops has 
analyzed the record and isolated the actions taken 
in four representative problem areas: 


How to launch a business without capital 


How to predict and reach a distant growth goal 
How SMI solves the engineering shortage 

































salesman, was hard put to over- 
come this attitude. He was suggest- 
ing to companies that they invest 
perhaps hundreds of thousands of 
dollars in an idea that, from the 
buyer’s point of view, as yet was 
unproved. It was reasonably clear 
that because SMI had no profes- 
sional standing or reputation, some 
of the people Shannon attempted 
to sell considered his ideas com- 

pletely impractical. 
By dint of hard selling and 
(Continued on page 60) 


How do you get 
the cash you 
need when 
the banks have 
turned you 
down? 












Fresh evidence indicates that many old management impressions 


need some re-evaluation. Here, in factual form, are six guides— 


based on a recent University of Minnesota study—that can help 


vou strengthen your position with your unionized employees. 


Do you really know 


what your union 


member thinks? 


mus = One day a 
farmer lost one of his cows. 
He and his farm _ hands 
searched and searched, but 
they couldn't find her. When 
the farmer’s little boy came 
home from school he asked his 
father if he could look, too. 
Twenty minutes later, he 
walked into the barn leading 
the cow. Everybody marveled. 
“How did you find her?” the 
farmer asked. The little boy 
said, “I asked myself where 
I'd go if I was a cow, and 
that’s where I looked, and 
that’s where I found her.” 


It should come as no surprise 
that your union members—like the 
farmer's cow—view things in a dif- 
ferent light than you do. You may 
know what you'd like to tell your 
union members—but it’s downright 
dangerous to try to explain your 
ideas to them unless you under- 
stand their frame-of-reference. 

That’s why the University of 
Minnesota’s recent survey can be 
invaluable to the management man 
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seeking successful communications 
between his company and his firm’s 
union officers and members. The 
survey included responses from a 
sample consisting of 1,251 union 
members, representing 13 union 
groups with a total membership of 
14,000 members. In the complete 
report of the survey issued by the 
university, most of the questions 
asked the union people’ were 
broken down into three main cate- 
gories: agree, disagree, undecided. 
fach category was then broken 
down into two divisions: officers 
and rank & file. (The study indi- 
cated a_ significant difference of 
opinion between the rank & file 
member and the union officer.) 
Thus, there are six percentage fig- 
ures for each of the survey's ques- 
tions in the complete report. In the 
abbreviated analysis below, how- 
ever, all shades of opinion are not 
included and, therefore, percent- 
ages do not total 100. 


GUIDE #1—Don't knock the union 
that has organized your company. 
Workers favor the affiliation. 




















Workers respect their unions be- 
cause of material and moral 
benefits. 


They believe that unions aid 
progress. Workers hesitate less 
about changes if union has ok’d 
idea. : 
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Workers feel free to discuss per- 
sonal and shop problems with 


their officers. _ ee 
8 a 
y ¥ 


Union members believe their own 
publications—doubt company 
organs. 


Xela) ame lile Mil Miele- Male} Me a-Til ai ila-te| 
that national officers are worth 
their pay. 


Oo 


Union officers don’t feel that the 
“national” helps them enough. 


The University of Minnesota 
survey shows that union members 
firmly believe that the last contract 
was a “good deal” (officers, 84%; 
rank & file, 59%); that union mem- 
bers firmly believe that unions pro- 
tect them from favoritism (officers, 
90%; rank & file, 82%); that they get 
higher wages and better working 
conditions because they are union- 
ized (officers, 94%; rank & file, 88% ) ; 
that because of unions our democ- 
racy is stronger (officers, 96%; rank 
& file, 84%); that most unions do 
not get member strength through 
threats of violence (officers, 92%; 
rank & file, 84%); and that, when 
a majority of workers vote to join 
a union, all hands should be re- 
quired to join (officers, 92%; rank 
& file, 78%). 

These findings definitely show 
that workers respect their unions, 
and that this respect is the result 
of factors ranging from on-the-job 
pay to national patriotism. This 
combination is virtually impossible 
to beat and is one packed with 
dangerous potential “blow back” 
possibilities. Thus, unless one _ is 
willing to risk this “blow back,” he 
should not knock his union. 
GUIDE #2—Do consider the aid 
your union can give you when you 
want to make a change. 

After a decision has been reach- 
ed to make changes, many com- 
panies merely issue the necessary 
orders without thinking about the 
aid they can receive from their 
union to help institute the changes 
quickly and effectively. They are 
passing up useful assistance, for, 
according to the Minnesota survey, 
there exists a large block of opinion 
among union members that labor 
unions do not resist change (off- 
cers, 94%; rank & file, 86%). Only 
2% of the officers and 6% of the rank 
& file see in the union movement a 
block to progress. 

It is reasonable to assume, there- 
fore, that approximately the same 
block of opinion exists on the ques- 
tion: “Do unions aid progress?” 
Thus, when a company decides to 
“go it alone,” the following chain of 
reasoning is consciously or uncon- 
sciously adopted by each union 
member involved: “The union has- 
nt OKd this change; the union 
OK’s progressive changes; there- 
fore, the change is not progressive 
and it might hurt me; I'll resist it.” 


It is thoughts like that which slow 
down production and _ generate 
trouble. Obtaining union assistance 
in instituting a change will over- 
come much of the natural reluc- 
tance of workers to “go along” with 
changes. To the man whose breast 
still swells with animosity toward 
all unions, this may be a bitter pill 
to swallow. But it will make his life 
a lot easier—and keep profits up. 

Furthermore, the majority of 
union members believe that their 
representatives deal effectively 
with management (officers, 80%; 
rank & file, 57%), and they believe 
that these representatives press for 
prompt settlement of grievances 
( officers, 81%; rank & file, 63%). This 
indicates that workers lose some 
of their natural hesitancy about ac- 
ceptance of changes (based on the 
fear of losing their jobs, for ex- 
ample) because they know that 
their union has scrutinized the idea 
and will promptly press for correc- 
tion of unforseen hardships. 

Finally, union members look to 
their union to fight the “selfishness” 
(that was the word used in the uni- 
versity’s questionnaire ) of employ- 
ers (officers, 92%; rank & file, 78%). 
This means that if the union’s aid 
is obtained, much of this “selfish- 
ness” tag would be removed and, 
thus, help remove whatever mental 
blocks the workers have regarding 
the change. 


GUIDE #3- One of the best ways 
to get the understanding of your 
union members and to eliminate 
potential trouble is to work through 
their elected delegates—the union 
officers. 

Most union members respect 
their officers, believe they serve 
the rank & files’ needs, and do 
the job well (officers, 90%; rank & 
file, 73%). The rank & file feel free 
to discuss personal problems with 
union Officials (73%). 

It is, of course, obvious that the 
wisest channel of communication is 
through the opinion leaders—the 
union officers—on such _ specific 
things as alterations in the worka- 
day pattern. 

However, the Minnesota survey 
also points up the fact that in 
union officials each plant has a val- 
uable human safety vaive. For, if 
the men discuss personal problems 
with these officials, it is evident that 
they also will freely discuss “gripes” 


27 











about impending changes, and will 
be receptive to the union represent- 
ative’s guidance. By permitting 
your workers to “blow off steam” 
to the union official when the 
change is made known to the work- 
er, you permit him to do so at a 
time when corrective action can be 
taken. Moreover, he gripes to a 
person who might well expect the 
gripe—one who is not apt to start 
a rumor based on the gripe. 


GUIDE #4-If you want to keep 
abreast of the thinking of union 
members, read union publications. 

Officers (82%) and rank & file 
(59%) believe what they read in 
the union publications. They also 
believe that the union publication 
presents both sides of an issue (of- 
ficers, 75%; rank & file, 51%). 

Thus, if you want to understand 
what makes your union members 
tick, it seems that one fruitful 
source of information is a close and 
regular study of union publications. 
For example, if you read in Mon- 
day’s union newspaper an argu- 
ment against automation, you can 
be reasonably certain that Tues- 
day’s announcement telling of new 
production changes will encounter 
more than the normal amount of 
resistance. 

These figures point up an area 
of management’s communications 
weakness. It may be inferred from 
these findings that company publi- 
cations are lacking the high degree 
of reader faith they must have if 
they are to do the job for which 
management is paying. This is so 
because company publications and 
union publications very often pre- 
sent facts, which, if not diametri- 
cally opposed, do not agree in all 
respects. Thus, if a person believes 
that which is printed in one pub- 
lication, he cannot wholly believe 
that which is printed in the other. 

This communications weakness 
is, unfortunately, greatest where it 
counts the most. Union officers— 
the opinion leaders—obviously be- 
lieve little of what they read in 
company publications, and, as 
pointed out above, 75% of them be- 
lieve that what is printed is filled 
with half truths. Obviously, com- 
pany publications are long overdue 
for a reappraisal. 


GUIDE #5-Don' inadvertently 
“walk” on the weak spots in the 
worker-union relationship. It may 
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OTHER FACTS 
IN THE SURVEY 


= The degree of fervor for one’s 
union is dependent on several 
facts: 

Rank: Present officers are a 
union’s most ardent support- 
ers; past officers the next most 
ardent; non-officers, the least. 
Age: Those 19 years old and 
under are the least ardent; the 
50-59 group is the most ar- 
dent; after age 60, one’s at- 
titude cools. 

Seniority: A person’s ardor 
for his union becomes increas- 
ingly intensified during his 
first 15 years of membership. 
After that the individual mem- 
ber’s ardor cools somewhat. 
Education: College trained 
union members are its least 
ardent supporters; generally, 
those with high school training 
are its best supporters. 

Type of work: Skilled work- 
ers like a union best, service 
and sales people next, office 
and clerical workers least. 














give the impression that you are 
not interested in the common wel- 
fare. Use the weaknesses to build 
good will. 

There is an almost solid block of 
opinion that union dues represent 
a good investment (officers, 95%; 
rank & file, 82%). Only 9% of the 
rank & file covered in the Minne- 
sota survey said that union dues 
do not represent a good investment. 

However, this does not mean 
that all union members view all 
union activities through rose col- 
ored glasses. For example, when it 
comes to national unions, 53% of the 
rank & file are not convinced that 
their officers are worth the money 
paid them, although 58% of the of- 
ficers and 29% of the rank & file 
are so convinced. 

Also, only 51% of the officers and 
36% of the rank & file believe it 
is possible to oust incumbent na- 
tional officers. 

And 46% of the rank & file were 
“undecided” when asked if the na- 
tional union exerts too much con- 
trol over the affairs of their local. 

It would not be wise to inadver- 
tently walk on these few weak spots 
in the union-worker relationship 


since that probably would only 
lead to a close-the-ranks, hate-the- 
boss movement. However, you 
should be aware of these weak- 
nesses since they may assist you in 
building union-management under- 
standing by helping the union 
member to understand your oper- 
ations in these or related areas. 
Chances are he will respect your 
company, if for nothing else than 
the fact that it has demonstrated 
wisdom in an area where the union 
has not done as good a job. 


GUIDE #6-Do not make your 
company’s educational programs 
only a means of disseminating man- 
agement information. 

This is one area of union weak- 
ness in which officers feel more 
strongly than the rank & file. So 
far as the union educational pro- 
gram is concerned, officers feel 
(40%) that the nationals are not 
giving them enough aid to carry 
out effective programs. Further, 
29% of the officers are undecided 
that the nationals are doing enough. 
Thus, only 31% of the officers are 
certain that the nationals are do- 
ing their share on this one score. 

Since union officials feel strong- 
ly that education is a good thing, 
they might be willing to use the 
company’s educational facilities to 
disseminate information on certain 
items. To the union without funds 
or facilities needed to carry out an 
effective program, such a friendly 
gesture would present a heaven- 
sent opportunity to get out infor- 
mation which could not otherwise 
be disseminated. To the company, 
it would prove a boon because of 
the management-union understand- 
ing which is bound to result if the 
program is built around areas in 
which any potential conflict is neg- 
ligible—such as the operation of 
the market in your specific line of 
goods or retirement benefits avail- 
able under the Social Security pro- 
gram. Thus, by understanding the 
union official’s desire to inform his 
associates, both the official and his 
associates will get to know man- 
agement better. On such things 
peaceful relations are founded. m/m 





The bulletin on which this article is 
based is published by the Industrial 
Relations Center of the University of 
Minnesota and may be obtained by 
writing the University of Minnesota 
Press, Minneapolis, Minn. Single copies 
are $1.50. 
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How to use 


publicity as a sales tool 


In the newspaper your company news competes for attention with all the other items on the 


page. But if you clip it out, dramatize it and merchandise it, the sales impact can be multiplied. 


ms If you are satis- 
fied to have your company news 
published in newspapers, chances 
are you are wasting at least 50% of 
the publicity value of such news. 

A press clipping is too often con- 
sidered the final target of a public- 
ity campaign. The real value of a 
clipping, however, is determined 
by how well you merchandise it. 
To simply file clippings away in a 
scrapbook is to ignore their biggest 
value. 

“Merchandised” publicity can be 
used as a big step toward almost 
any public relations goal: more 
sales, better stockholder relations, 
better community relations, or to 
build basic attitudes. In each case, 
your audience is different but the 
methods you can use for merchan- 
dising your publicity to each of 
these “publics” are almost identical. 
Since the most common objective is 
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to create sales, however, let’s take 
a look at how publicity can be mer- 
chandised to form a selling tool. 


Publicity as a selling tool 

From a sales point of view, news 
about your company is of value be- 
cause it starts people talking about 
you. It represents outside comment 
about your company which—if mer- 
chandised properly—will stimulate 
further comment. 

Once your company news has 
appeared in the press or elsewhere, 
the job is to make everyone in your 
channels of sales distribution aware 
of it and excited about it. This in- 
cludes your own salesmen as well 
as people outside the company, 
such as your dealers and customers. 

To merchandise news effectively, 
you must have a planned program. 
Sporadic reports and notices to sales- 
men simply don’t produce results. 


There are many ways to mer- 
chandise publicity for sales pur- 
poses. Here are three examples: 

1. Reprints: The most common 
publicity merchandising method is 
to make reprints of news stories 
and other publicity. The easiest— 
but least effective—technique is 
simply to paste a few unrelated 
clippings on an 8%” x 11” sheet, 
reproduce copies by photo-offset, 
then ship them out in the mail. 

One company in the plastics 
field tried this quick approach and 
found that the reprints received 
little or no attention. Now the com- 
pany gives thorough thinking to 
the way its publicity reprints are 
handled. For example, most repro- 
duced clippings are enlarged so 
that they will be easier to read. 
On each of these reprints that is 
distributed, the reference to the 
company is clearly indicated, either 
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by underlining the company name 
or by marking a particularly per- 
tinent paragraph. 

Few clippings speak for them- 
selves—they need headings or expla- 
nations that immediately pinpoint 
the significance of the clippings to 
the people receiving them. For ex- 
ample, if you send to salesmen a 
reproduced newspaper clipping an- 
nouncing the appointment of your 
new research director, an explana- 
tion should be included to empha- 
size that this new appointment will 
mean better service to customers. 

One company recently made an 
extensive reprint distribution of 
a columnist’s favorable comments 
which appeared in over a thousand 
newspapers throughout the coun- 
try. But by failing to add an ex- 
planatory note mentioning that the 
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column was widely syndicated, the 
reprint lost most of its real signif- 
icance. 

2. Publicity in advertising: Many 
firms have had successful experi- 
ences in using news stories or other 
publicity as part of their advertise- 
ments. Some, in fact, even insert 
these ads in the same publications 
where the news appeared in the 
first place. 

Not long ago, a new promotion 
campaign by a razor blade manu- 
facturer was given a humorous 
treatment by a newspaper writer. 
The column was well written and 
was, indeed, humorous. Further- 
more, it covered all of the major 
aspects of the promotion effort. The 
manufacturer picked up the column 
and made it the basis of an entire 
advertising campaign. Results were 
almost astounding and most effec- 
tive. 





3. Telegrams: Fast action is often 
vital in merchandising publicity. 
Sometimes it is simply a matter of 
capturing the sales value of a piece 
of publicity while it is still news. 
On the other hand, it is often neces- 
sary to merchandise publicity be- 
fore it takes place. 

Recently the chief executive of 
a publishing firm appeared on a 
well known network television pro- 
gram. His appearance had been 
scheduled only two days in ad- 
vance. In order to merchandise this 
publicity quickly, the company sent 
a telegram to each of its salesmen 
throughout the country telling them 
about the publisher's forthcoming 
TV appearance. The results, meas- 
ured in terms of sales value, were 
worth many times the cost of the 
telegrams. The salesmen were able 
to inform their key customers 
about the television appearance, 
and suggest that they watch it. 
Even more important, after the 
program the salesmen were able 
to go back to their customers and 
tie in their sales presentations with 
the publisher's appearance and 
what he had said. 


Publicity impact on salesmen 

There are three primary purposes 
to merchandising your publicity to 
your salesmen. Seldom is it wise to 
attempt to do more than one job at 
once. You should decide whether 
you want to: 

1. Impress the salesman with the 
fact that publicity is helping him in 
his sales work. 

2. Encourage the salesman _ to 
use clippings and other evidence of 
publicity in dealing with his cus- 
tomers. 

3. Through news clippings and 
so on, provide him with facts that 
he can use as part of his sales mes- 
sage. 

Keeping your salesman informed 
of your publicity results will help 
him to maintain his pride and con- 
fidence in both his products and his 
company. Clippings — particularly 
those mentioning your product— 
show him that customers and po- 
tential customers are being “pre- 
sold.” 

One company with a sales force 
that was in direct contact with ulti- 
mate consumers decided that if 
salesmen were supplied with clip- 
pings to use as part of their sales 
presentations, too much time would 
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How much would you guess a Revo-File 
can save you the first 37 minutes in your office? 


1. When you change from slow-poke, money-wasting 
card files to Revo-File, no costly transposition is required. 
No new cards. No key-hole punched cards. Just pick 
up your present cards by handfuls, drop ’em into a 


2. No chance of losing cards! Revo-File 
has an exclusive, patented method of 
holding cards in drum without relying on 
holes punched in cards or other methods 
of attachment, which often cause wear, 
mutilation, and eventual ‘“‘fall out” of 
cards from drum into base of file (No 
trapdoor needed in Revo-File.) 


If you have 3,000 or more active cards 
which are used continuously for refer- 
ence and posting, mail coupon, today! 


VOO/UC 


Another fine product of 


* Mosler Safe “ 
he os er e Company 1 CITY. 
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<—NOTE IMPORTANT CLUE: 
CARDS ARE NOT ATTACHED 
IN ANY WAY! 








3. No limits on work speed! Since cards 
are not attached, one or hundreds can be 
removed and re-filed instantly. Easy to 
place Revo-File in most comfortable work- 
ing position for any clerk. Cards come to 
her, not vice versa. All standard and most 
off-standard sizes accommodated. Manual 
and automatic electric selector models. 





Revo-File, and go to work! Revo-File is the only 
single-drum rotary card file of its type that lets you 
do this. It saves an average of $200 in change-over 
costs... often much more! (Is $200 what you guessed?) 


$25.00 














$50.00 














$100.00 














$200.00 


























For big-volume card-filing! The new 
Mosler Roto-File can accommodate 
more than 80,000 cards. Has all the 
exclusive features of Revo-File ... on 
a bigger scale. Electrically controlled 
drums rotate independently—several 
clerks can work at same time. 
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Revo-File, Roto-File Div. e The Mosler Safe Co., Dept. MM-168, 320 Fifth Ave., New York 1, N.Y. | 

Please send me complete information about (check items you wish): | 

0 Mosler Revo-File, world’s finest rotary card file. (1) Mosler Automatic Electric | 

Selector Revo-File. 1 New Mosler Roto-File for volume card-filing applications. " 

NAME POSITION | 
| COMPANY. i 
; ADDRESS. 
ZONE STATE mee 
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PLAIN OR PRINTED TO 
FIT YOUR SPECIAL NEEDS 


Smith 





Save time and work by flagging vital 
information with easy-to-use Smith 
Signals on original records... Larger 
: sizes enable you to apply signals to 
F double top folders, pressboard items as 
well as cards or letter paper. 


Smith Signals are sturdier, last longer. 
Made of hard tempered steel, the jaws 
have stronger grip. 

Available in “4” to 2” widths. Choice 
of 12 plain colors or printed alphabet- 
ically, by numbers, months or states. 
Special imprinting available. 


See your office supply dealer 





or write 








Bs 





EXETER, NEBRAS 








CHARLES C, SMITH, INC. 





For more than 50 years, a complete line 
of time-saving signals and indexes 


___ (Circle 286 for more information) 


Product Miniatures 















Interesting, useful jewelry designs 
featuring your product in miniature, 
pay real dividends in product recogni- 
tion and acceptance. 

Let us show you some we have done 
for others. No obligation, of course. 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


rm Manufacturers Sous 1861 


95 Chestnut Street. Providence, R ' 
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SPACIBFINDER FILES REALLY 
SAVE TIME, SPACE & MONEY 







Independent surveys comparing shelf and 
drawer filing show approximately 50% sav- 
ings in personnel TIME. No time wasted 
opening, closing drawers. 
Spacefinder doors give shelf 
work surface. 


Surveys also show 42-50% 
floor SPACE savings due to 
greater capacity. Only 30- 
inch aisles are needed. 


When you save valuable 
space and costly labor, you 
save MONEY. Doors protect 
against dust, dirt and fire, 
and Spacefinders, since they 
are welded, can be moved 
with contents intact. 


Tab Products Co., 57 Post Street, San Francisco 4. 

CD Send complete information on Spacefinder Files. 

C) (FOR PUNCHED CARD USERS) Send Catalog 7 
describing your complete line of tabulating 
accessory equipment. 











same position 
= 
city —) state 
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be taken away from the more vital 
parts of the sales message. How- 
ever, it was clear that the salesmen 
would benefit by being informed of 
the quantity and quality of public- 
ity being obtained. The answer 
was to provide the salesmen with 
only an over-all report of the public- 
ity and public relations programs. 

But generally speaking, evidence 
of publicity sent to salesmen serves 
its most effective purpose when it 
is designed to become an integral 
part of their presentation. 

A manufacturer of industrial 
tapes makes regular mailings of 
publicity reports to its salesmen. 
These reports are designed to fit 
into each man’s sales binder. Ac- 
cumulated over a period of time, 





the reports become a “fishing pond” 
that the salesman can use in adapt- 
ing his presentation to varying con- 
ditions or to the interests of his 
individual customers. 

Using publicity as a sales aid can 
be overdone. Salesmen are too of- 
ten loaded down with samples and 
other paraphernalia. When they 
are, the publicity material they re- 
ceive may not be greeted with open 
arms. 

The solution, of course, is to care- 
fully screen and prepare the public- 
ity material you plan to merchan- 
dise, and give extra consideration to 
the scheduling of mailings. Other- 
wise, your “sales aid” publicity may 
get no farther than the salesman’s 
wastebasket. 

This does not mean that the “cast 
away clipping is of no value. On 
the contrary, it can have tremen- 
dous effect. 

A company in the furniture busi- 
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A Tickometer marks, dates, or otherwise imprints 
up to 1,000 items a minute—eight to ten times 
faster than anybody can do these jobs by hand ! 


In THOUSANDS of offices and factories, the 
tedious repetitive tasks of counting and/or mark- 
ing, dating, endorsing, etc., that take so much 
time, tie up so many people—are performed far 
more efficiently and quickly with the Tickometer. 

Used to imprint checks, cards, coupons, sales 
and production slips, tickets, tags, product labels, 


_-\Counts & imprints faster 
\ ... saves the time 
of many workers! 


etc., the Tickometer is speeding work, getting 
results faster, making important payroll savings. 
It has innumerable applications. Counts as it 
prints, or counts separately. And the Tickometer 
is so accurate banks trust it to count currency! 

The Tickometer is easy to set, easy to use— 
feeds and stacks automatically, registers parts 
or whole runs. Sold or rented, with PB’s top flight 
service from coast to coast. Ask the nearest 
Pitney-Bowes office for a demonstration. Or send 
for free illustrated booklet and case studies. 


New Package Imprinter 


Imprints folding cartons, containers, 
bags, etc. up to 7,500 an hour, as needed— 
reducing package inventories and 
waste in. preprinting. No tools required, 
can be operated by anybody. Ask for 
demonstration, or send coupon. 








Pitney-Bowes, Inc. 


tT} 


Counting & Imprinting Machine 


Originators of the postage meter 
... Offices in 101 cities in U. S. and Canada 


TICKOME wt | UR | (_] Send free Tickometer booklet & case studies 


&, PITNEY-BOWES, INC. 
a< 4525 Walnut Street 
*& >. Stamford, Conn. 


] Send tree Imprinter booklet & case studies 


Name 


Address 
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LAMSON | 
AIRTUBE 
SYSTEMS 


SAVE Men... 
Minutes... 
Materials... 
MONEY! 


Stores’ 


Lamson Airtube® 


methods. 


Although applications for Airtubes are virtually 
unlimited, and their time, labor and equipment 
savings many, these are but a few of the ways they 


can work for you, regardless of the 

size of your operation: 

1. Free messengers for productive 
work, 

2. Distribute mail, small tools, etc., 
rapidly and accurately. 

3. Eliminate delays in clearing or- 
ders for shipment, and jobs for 
production. 

4. Insure steady flow of paperwork 
to clerical departments, avoid- 
ing batch deliveries. 


LAMSON CORPORATION 


111 Lamson Street, Syracuse 1, New York 


Plants in Syracuse and San Francisco 
Offices in Principal Cities 


Tt. 


A Lamson Airtube System 
has speeded order processing and 
reduced distribution costs at Food Fair 
modern 9-acre warehouse in Linden, N. J. 


Systems streamline entire oper=| 
ations in offices, department stores, institutions and 
plants. They provide fast, continuous inter-commu- 
nication of thousands of important details—smoothly, 
almost automatically, consuming no personnel time 
whatsoever, at savings of up to 40% over previous 
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Commerce Clearing House speeds produc- 
tion of tax, business law reports with an 
11-station Airtube System connecting edi- 


torial, printing and office departments. 


Valuable Information! Clip to Your Letterhead 


| | 
[_] “Airtube on Target” ; 
! [] “Automatic Airtube System” | 

| 
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ness sends its salesmen a _ con- 
tinuous flow of magazine article 
tearsheets in which the company’s 
products are mentioned. The prac- 
tice has been for the salesman to 
leave the article tearsheet in the 
hands of the first customer he calls 
on after receiving the material. 

Some companies send a small 
quantity of each piece of reprinted 
publicity so that the salesman can 
leave a copy with each of his cus- 
tomers. Again, however, this can be 
overdone. 


Involving the salesman 


There is still another way to 
utilize publicity as a selling tool: 
by actually involving the salesman 
in the publicity. A large manufac- 
turer of consumer paper products 
has used this technique with utmost 
success. When a new paper napkin 
was introduced, the salesmen were 
encouraged to seek opportunities 
to be interviewed about the new 
product on local radio and TV pro- 
grams—particularly the type of af- 
ternoon programs devoted to wom- 
en's interests. Whenever a salesman 
was able to arrange such an inter- 
view, he was instructed to have a 
photographer accompany him and 
make pictures of the event. These 
pictures were then used by the 
salesman when he called on store 
buyers. The pictures helped con- 
vince the buyers that the new prod- 
uct was being pre-sold. And the 
pictures were evidence that the 
new napkin was worthy of having 
expensive radio or television time 
devoted to it. Naturally the sales- 
men themselves were willing and 
anxious to use the pictures in which 
they were shown being interviewed 
by a radio or TV “personality.” 

There are many other ways to in- 
volve salesmen in your publicity 
campaign. Most news releases that 
are distributed to the press contain 
the name of an individual, usually 
the president, who is indentified as 
the source. But some companies use 
the local salesman’s name as the 
source of certain types of news that 
are distributed to media in his dis- 
trict. 

Another effective method that 
some companies use is to supply 
salesmen with any press kits that 
may be prepared in advance. Since 
a salesman is seldom trained as a 
professional public relations man, 
however, whenever he is supplied 
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with such a press kit he should 
also be provided with carefully 
spelled out instructions as to ex- 
actly how he should use it. Even 
better, he should be given the name 
of a local public relations counselor 
who can aid him in his publicity 
efforts. 


Publicity for distributors 


The value of publicity merchan- 
dising through salesmen can be en- 
hanced by supplementary efforts 
aimed at your jobbers and distribu- 
tors. Regular mailings of publicity 
clipping reprints, for example, can 
keep your key distributors informed 
on what you are doing to make his 
own selling job easier. 

There are three important con- 
siderations to keep in mind: 

1. Jobbers are not “members of 
the family” and, therefore, are con- 
cerned only with pertinent public- 
ity results. They will show no inter- 
est whatsoever if you attempt to 
stress the excellence of your efforts 
in obtaining publicity, instead of 
telling them what has been accom- 
plished. 

2. Don't expect your distributors’ 
salesmen to make distribution of 
your publicity reprints to their cus- 
tomers. Most firms that have at- 
tempted to work out such a tech- 
nique have failed. The reason is 
that the distributors’ salesman al- 
ready has a sales portfolio that is 
filled to the brim with his own sell- 
ing aids; it is unlikely that he will 
have time to use the publicity ex- 
amples of a single company that he 
represents. 

3. Your publicity mailings to dis- 
tributors and jobbers must be de- 
signed for quick impact if they are 
to succeed. Bear in mind that your 
jobbers and distributors are prob- 
ably being bombarded by direct 
mail material from all of the com- 
panies they serve, as well as many 
others. 

An example of effective merchan- 
dising of publicity to distributors 
is a mailing piece used by a food 
producer. The company was anx- 
ious to impress its distributors with 
the fact that front page fhews stories 
throughout the country were being 
devoted to a new food product the 
company had introduced. The mail- 
ing piece consisted of an accordion- 
like sheet with a total of 20 folds. 
Each fold contained a separate ex- 
ample of a newspaper headline that 
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now KEROGRAPHY 








saves 3,000 man-hours per year 
for MEAD JOHNSON & COMPANY 


SPEEDS 


PAPERWORK 


16,000 offset paper 
masters a year 
prepared by 


XEROGRAPHY 


A paper master and 


20 copies now made 


in 4 MINUTES! 





Mead Johnson & Company, Inc., Evansville, Indiana, 
nationally known manufacturer of more than 150 nu- 
tritional and pharmaceutical products, was founded 56 
years ago and now employs 1400 employees in its 
Evansville, Indiana, and Zeeland, Michigan, plants. 
Other subsidiaries are located in Canada and Mexico. 

This progressive company uses a large volume of 
paperwork to conduct its vast operations. This includes 
interoffice memos, marketing reports, sales reports, 
pages and changes for company operating manual, 
library reading list for Research Department, labora- 
tory report forms. 

Company officials report that since XeroX® copying 
equipment was installed to prepare offset paper masters 
by xerography, its duplicating activities have been 
speeded, errors have been virtually eliminated, and the 
company saved an estimated 3,000 man-hours a year. 







Anything written, printed, typed or drawn can be quickly copied 
by xerography onto masters for duplicating. Copies in the 
same, enlarged, or reduced size can be made from one or both 
sides of the original material, by this dry, photo-exact, electro- 
static copying process. New developments make 
xerography the one, all-purpose, fast and eco- 
nomica! process for copying onto different types 
of masters for duplicating. 


THE HALOID COMPANY 
57-49X HALOID STREET, ROCHESTER 3, NEW YORK 
BRANCH OFFICES IN PRINCIPAL U.S. CITIES AND TORONTO 


XEROGRAPH' 


( ZE-ROG-RA-FEE) 
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DO YOU KNOW... 


Xerography copies onto 
paper masters and 
metal plates for 


OFFSET 
Duplicating 





Copies onto 
translucent inter- 
mediates for 


DIAZO 
Printing 





Copies onto 
masters for 
SPIRIT 


(and other fluid-type) 
duplicating 





Copies 
HALFTONE 
& LINE 


subjects onto paper 
masters for offset 
duplicating 





UP TO 


EIGHT 
COPIES 


including a paper 
master or translucent 
intermediate can be 
made from one xero- 

graphic exposure 


WRIT for “proof of performance’’ folders showing how xerography is saving 
emer time and thousands of dollars for companies of all kinds, large and small. 






The fastest, cheapest, most versatile way to make masters | 
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|... the case of the 
dissipated echo! 


poor soul just 
wasted away when 
he ran into a 
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i Soundex Partition. 





SOUNDEX 
PARTITIONS 


at SOAK UP NOISE 
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LIKE BLOTTERS 
SOAK UP INK. 
Perforated surfaces 
, plus acoustical core 
\ turns the trick! 
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WRITE FOR 
FREE CATALOG TODAY. 


= vA L ’ A 
SRE MIM 
2417 Eastern Ave. S.E. 
Grand Rapids, Michigan 
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All Tabulating Folk 
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Plas-ta-card 


SELF- © 
GUIDE 
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PATENT 
Self-Guides go thru Tabulating Machines-—No 


guides to remove! No guides to replace! Make 
your tab cards as fast as the fastest card file, 


e 
Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


Westport, Conn. 





Fiease send free bookiet on SELF-GUIDE | 
| PG CUS es bate te aa Cates eps ons ab bier Reena | 
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Don't Ol amunance 


had been used to announce the 
new product. The entire accordion 
folder contained a single sales mes- 
sage that was interwoven in these 
headlines. 


At the retail level 

Publicity can also be merchan- 
dised at the retail level, primarily 
through window and counter dis- 
plays. 

Restaurants provide a_ parallel 
example. For many years it has 
been a common practice for res- 
taurateurs to display in their win- 
dows or near their entrances blow- 
ups of food and gossip columns 
in which their establishments are 
mentioned. Now, more and more 
retailers are following the same 
practice, and manufacturers of 
products sold through retail outlets 
are using the idea as the basis of 
store promotions built around their 
product publicity. 

This method was used recently 
by a trade association made up of 
many of the manufacturers of the 
same type of product. The associa- 
tion regularly sent reports to re- 
tailers dealing with the product 
publicity results that were being 
obtained. These reports were de- 
signed in such a way, however, 
that once they had served their 
purpose in keeping retailers in- 
formed, they could be mounted for 
display purposes. 

A countless number of imagina- 
tive ideas have been developed for 
merchandising publicity at the re- 
tail level. Contests have been used, 
as have guest speakers, art exhibits 
and many other activities. 

Sometimes it is possible for the 
manufacturer to have the name of 
the retailer included with his prod- 
uct news and publicity. This pro- 
vides a double benefit: it not only 





eS om ek, EE ce 
CHECKS ON 
LITHOSTRIP 


forevabiial’ lol t-m ofel Jaa t-4 


AVES up to 90% of sorting costs 
Ss with automatic reconciliation 





PRE-PUNCHED, PRE-NUMBERED TAB CARD 
CHECKS “ride free’’ on CONTINUOUS forms... 
useful on tabulators, teletypes or typewriters. 
CHECK RECONCILEMENT is obtained at a tiny 
fraction of manual cost by using punched card 
sorter, collator and tabulator. 

ELECTRONIC CHECKS also available on Litho- 
sets . . . requires no change in your present 
method of preparing checks. 


We engineer many types of office 
forms. CONSULT US. 





America 


500 BITTNER ST 


CC sseitein 


ST. LOUIS 15. MO 
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EXECUTIVES 
Your biggest headache 
in office furnishing 


SOLVED 





the most beautiful 


PLASTIC CHAIR MAT 


ever designed 


If your chair mat is shabby, needs paint, looks seedy, 
beautify your office with a gleaming Driftwood Gray 
or rich Walnut wood-grain plastic Maso-Mat. Low 
cost, smooth, not slippery, won't creep or warp, resists 


burns and alcohol, thick, non-warp. 


FOR DETAILS USE COUPON BELOW 
eneneseneenessecoone 7 

| MASO MASO STEEL PRODUCTS, INC. 

53 V!. Jeckseon, Room 979, Chicege 4, tl 


Please send me FREE catalog and more information on the Meso “Executive” 
plastic office chair mats. 





NAME___ 





COMPANY___ 
ADORESS__ 


City. — STATE 
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“*As efficient as my streamlined kitchen,”’ his wife said 





His wife knows why he gets home on time now! 





A 
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A) SHAW-WALKER 


New Work-Organized Desk (a beauty, too) is 


really amazing help in getting day's work done 


SOOO E EEE EHEH OOOO ESOS EEEEEESE SEE EEE EE ESESEEEEEEEEEEESEEEEESEEEEEEEEEES 


Leave it to a woman to quickly note and 
appreciate work-saving efficiency. But it’s the 
man behind the new Shaw-Walker Work- 
Organized Desk who profits. He gets away from 
the office earlier and is less tired. 

Ingenious Work-Organizing drawers provide 
space for letter trays, paper folio, card files, 
binders and other items that clutter the top of 


Ay" Built Like o 
Skyscraper” 





Ce eeeeeseeereseeeseees 


Peeeeeeeeeeereeeeeeeee 





ordinary desks. And imagine 
this! There’s even drawer space 
for your telephone and waste- 
paper. Really ingenious! 

With the desk top clear and 
everything efficiently organized 
in the drawers you just can’t help but do more, 
easier. An office equipped with Work-Organized 
Desks is a far more efficient operation. 

The 292-page Shaw-Walker ‘‘Office Guide” 
pictures, describes and prices 86 models of 
color-styled Work-Organized Desks and 5,000 
other items. Ask our local branch store or 
dealer or write Muskegon 12, Michigan. 


Largest Exclusive Makers of Office Equipment 


Muskegon 12, Mich. Representatives Everywhere 


Cirele 295 for more information 
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PAYCHECK ‘'‘OUTLOOK’”’ 
ENVELOPES 


Eliminate Time and Expense of Ad- 
dressing, also chances for Errors. 
Paycheck “Outlook” Envelopes are 
absolutely opaque. 
Essential when 
wages are paid by 
check. Nothing 
shows but the em- 
ployee’s name. This 
improves personnel 
relations. 


Send for Samples 
and Prices Today 


OUTLOOK ENVELOPE CO., Est. 1902 


Originators of “Outlook” Envelopes 
1001 W. Washington Blvd 









Chicago 7, Illinois 
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How To Get Things Done 
Better and Faster 















BOARDMASTER VISUAL CONTROL 


yy Gives Graphic !Picture—Saves Time, Saves 
Money, Prevents Errors 


yy Simple to operate—Type or Write on Cards, 
Snap in Grooves 


yx Ideal for Production, Traffic, Inventory, Sched- 
uling, Sales, Etc. 


yy Made of Metal, Compact and Attractive. Over 
100,000 in Use 


Full price $4g50 with cards 
FR FF 24-PAGE BOOKLET NO. M-100 
Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 


55 West 42nd Street, New York 36, N. Y. 
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increases the significance of a pub- 
licity display in a specific store, 
but it also tends to increase the 


retail proprietor’s willingness to 


give it a prominent setting. 

Often, local store representatives 
will work with you in obtaining 
publicity in their cities. This can 
be valuable aid, but it is not always 
wise to rely on it completely. 
Whenever possible, have your pub- 
lic relations man work closely with 
the retailer. 


Customers and opinion leaders 


When using your merchandise 
publicity as a sales tool, there are 
two more groups that you may 
want to consider. These are the 
actual consumers of your product 
and the “influence leaders” in the 
community whose favorable opin- 
ion of your product may positively 
affect sales. 

One method used is to integrate 
with a counter display a quantity 
of give-away reprints of your pub- 
licity. Another method is to arrange 
for your retailers to use give-away 
reprints as package stuffers. 

An effective but somewhat less 
common method is the distribution 
of the manufacturer’s product pub- 
licity to the retailer's customers by 
mail. Sometimes the retailer is pro- 
vided with quantities of material 
that can be mailed to customers; 


in other cases, the retailer provides 
the manufacturer with the names 
and addresses of his customers, and 
the manufacturer makes the distri- 
bution. 

In reaching opinion leaders who 
can influence the sale of your prod- 
uct (clergymen, teachers, doctors, 
etc.) a special mailing piece is usu- 
ally most effective. In addition to 
the publicity material itself, the 
mailing should include an explana- 
tion of why your publicity is sig- 
nificant to the thought leader and 
other people in his community. 

As in all other aspects of a pub- 
licity merchandising program, com- 
munication with thought leaders 
should be on a planned basis. If a 
mailing is sent in connection with 
a specific promotion, the introduc- 
tion of a new product, or the open- 
ing of a new plant, for example, a 
one-time distribution may be ade- 
quate. However, if your program 
is designed to build acceptance for 
your company or its products over 
a period of time, publicity must be 
merchandised on a regular and 
continuing basis, even if it consists 
of working with the reprint of your 
best news story once each year. 

Regardless of the type or extent 
of your program, one fact remains 
constant: merchandising can multi- 
ply the results of your publicity and 
public relations efforts. m/m 
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are you ‘merchandising’ your publicity? 


Here’s a handy check list to help you determine if you’re 
getting full power from your publicity. The suggestions below 
are just a few of the many ways to “merchandise” your 


publicity. 
1. Do you pre-merchandise pub- 
licity whenever possible? 


a. With telegrams 
b. With regular PR reports 


2. Do you merchandise publicity 
while the news is still ““news’’? 


[*) 


- Do you send reprints to 


. Salesmen 

. Jobbers 

. Retailers 

. Consumers 

. Opinion leaders 
Employees 

. Business associates 


qarwrereanreea 


4. Do you use headlines on re- 
prints to emphasize their im- 
portance? 


w 


. Are your reprints used for 


. Direct mail programs 

. Salesmen’s presentations 
. Conventions 

. Point-of-sales displays 

. Trade shows 

. Annual reports 

Ads 


o ere area 


- Do you have a planned pub- 
licity merchandising program 


a. Using standard format 
b. Regular mailings 
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APPLYING RECORDAK MICROFILMING TO BUSINESS ROUTINES—NO. 23 IN A SERIES 


- 
& 


* * 


How to save money before banking it 


In 70 collection offices of General Electric Supply Com- 
pany, a division of General Electric Company, all in- 
coming checks from customers are photographed in 
low-cost Recordak Junior Microfilmers. 


The simple routine of pressing a button and getting a 
picture did away with a written remittance slip describing 
each and every check; did away with “‘cashbook” entries, too. 

The clerical savings in eliminating these relatively easy 
transcription jobs are substantial—run from $1,000 per 
year for a small office to $5,000 for a big city office. 


_ Boosts daily bank balance 
The speed of Recordak Microfilming makes it possible to 
deposit all incoming checks in local banks the same day 
they are received—even around the 10th of the month 
when volume is heaviest. 





Many Additional Savings— tedious record keeping is by- 
passed in inventory reconciliation by microfilming records 
of incoming goods-in-transit and outgoing shipments. And 
it is no longer necessary to retype bids which must be 
submitted to the customer on his own forms. Lots of 
short cuts like this! 


And each collection office, of course, now has photo- 
graphically accurate film records, which can be filed in just 
2% of the space previously required . . . and viewed sharp 
and clear in the Recordak Junior’s built-in film reader. 


FREE A valuable new booklet, **Short Cuts that Save Millions,” 

shows how routines like yours have been simplified in 
thousands of companies; how Recordak Microfilmers are de- 
signed for all requirements . . . give you up to 
80 pictures for 1¢. 











City. 


State 





 SEnSeneRtaetetetntanr ——- MAIL COUPON TODAY ——————— - 
— | RECORDAK CORPORATION 
mE? R EE L tj | & ! ya K (Subsidiary of Eastman Kodak Company) cI 
415 Madison Avenue, New York 17, N. Y. 
(Subsidiary of Eastman Kodak Company) | eT . , 
f d Almi | Gentlemen: Please send free copy of “Short Cuts that Save Millions.” 
Criginator of modern microfilming— | 
and its application to business routines Name Position 
Company Street 
| 
! 
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How to streamline 
your shipment addressing 
for speed and economy 


Featuring 7 System ideas 





now being used by leading companies in every industry ( 


for addressing labels, tags and cartons 





You can 

speed up your shipments 

with fewer people and 
eliminate costly errors 





THE ANSWER— improve your method of addressing 
shipments. Remember, nothing gets shipped until it’s 
been addressed. Old-fashioned labeling and stenciling 
methods can seriously delay shipments and waste 
precious time and labor. You can have the best planned 
order-filling system and the latest material handling 
equipment and never get your product off the shipping 
dock. The real key to an efficient, smooth rolling 
shipping operation is a modern system for addressing 
your shipments. 


FIRST STEP—Send for this new comprehensive booklet 
**How to streamline your shipment addressing for speed 
and economy,” describing 7 modern systems for fast, 
efficient addressing of labels, tags and cartons. It’s 
jampacked with helpful ideas. 


HIGHLIGHTS OF THIS NEW 
ILLUSTRATED BOOKLET 
® How to evaluate the efficiency of your ; : in 
shipment addressing operation y 1S wait § 


cop 


e Modern systems for addressing labels ree t 
and tags Your fi T it today: 
¢ The latest direct-to-carton stenciling Send fo 
systems 


¢ The key to a better shipping operation 
e Integrated shipment addressing, the newest 
trend in office systems 








WEBER MARKING SYSTEMS Dept. 10-A | 

Division of Weber Addressing Machine Co., Inc. 

Mount Prospect, Illinois | 

Please mail me a free copy of ‘“‘How to streamline your | 

shipment addressing for speed and economy.” | 

PURINE. oss co ceces Seeeeehecesews PUBHIOR. 662 cece ! 

Company... ocseee wececcececccsceccccs petesseeete | WEBER MARKING SYSTEMS 
Division of Weber Addressing Machine Co., Inc. 

I a Fades oo canons Moron od Chat estas caresses | Mount Prospect, lil. 

CA nic cdsahecececsave oe ZONE rcces State .ccccceoce ° ! SALES AND SERVICE IN ALL PRINCIPAL CITIES 
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thought starters 


Thought Starters deal with “practical 
solutions to administrative problems.” 
The Editor invites contributions— 
which are paid for at our normal 
space rates. 


SUGGESTIONS 


Employee suggestions 
merit field trips 


by William K. Sleutel 
Gardner-Denver Co. 


Field trips to other companies for 
suggestion award winners at our 
Keller Tool Division have helped 
build a 25% increase in employee 
suggestions. 


A field trip serves both as an in- 
centive and reward for the sug- 
gester. Since he gets a chance to 
see what other firms are doing, it 
helps him think up more ideas for 
improvement. And because he of- 
ten sees Keller production line 
equipment in actual use, it gives 
him pride in his job, plus an under- 
standing of the need for high qual- 
ity production. 

The field trip program supple- 
ments cash awards for acceptable 
suggestions. One trip is awarded 
each quarter, but no employee may 
participate in more than one trip 
a year. 

Two plants are visited on each 
trip. Winners receive full pay, 
travel in a chartered bus. The com- 
pany pays all expenses including 
lunch and coffee breaks. 

Because we believe wives play 
a key role in stimulating the inter- 
est a man shows in his work, wives 
are invited on the field trips. This 
seems to cause a more serious atti- 
tude on the part of employees, who 
take pride in explaining industrial 
operations to their wives. 
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You can count on Remington Rand to recommend just the right typewriter for 


your business needs. . . only we offer all three... from the exquisite-letter pro- 





ducing Remington Electric through the unbelievably easy-handling Remington 
Standard to the amazingly quiet exclusive Noiseless! All three in six colors! 


& 
Memington. Plana DIVISION OF SPERRY RAND CORPORATION 
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TO LOOK BETTER, FEEL BETTER, WEAR BETTER! 



























































Model 15-F 
Secretarial 
Posture Chair 


$2995 


($31.95 in Zone 2) 


SECRETARIAL 
CHAIR 
Model 18-TA 
. . E 
You'll raise her output, and her morale, with this smart, PP eg 
adjustable chair by Cosco! All Cosco chairs are “Office $49.95 


. % 9 . : . 52.45 in Zone 2 
fashioned” —designed by seating engineers and mass- 6 ) 





produced by skilled craftsmen, to look better, feel bet- 


ter and wear better than other chairs costing twice as 






much, Your Cosco dealer is ready to prove this, with 


Model 23-L 
General Chair 


$15.95 
($17.95 in Zone 2) 


a free ten-day trial. Call now! 


Find your COSCO Office Furniture dealer in yellow pages of 
phone book or attach coupon to your letterhead 

| HAMILTON MANUFACTURING CORPORATION, Dept. MM-17, Columbus, Ind. | 

| (J Without obligation, | would like a COSCO Secretarial Chair | 

| on free 10-day trial. | 

| CJ l also want free trial on Executive Chair [_] Conference Chair | 

| (J General Chair [_] Full information on COSCO Busines: | 












| Furniture | 
| Firm 
By 1 eis caossiepeanenieedion ; sincaliehaceingousspstinsanesas COSCO Business Furniture offers com- 
| | parable valuesin chairs, settees, sofas, 
| Address | and occasional tables. 
| Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. } (Zone 2—Texas and 11 Western States) 
COPYRIGHT 1975 
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Many firms visited assign super- 
visors and company officials to con- 
duct the tours. They get many pen- 
etrating questions from our sugges- 
tion winners. Several firms hold 
question-and-answer sessions after 
the tours and ask for comments 
from the suggestion winners on 
what they have seen. Thus the host 
firm benefits too. 


PERSONNEL 


How to simplify 
the coffee break 


Most businessmen agree that the 
coffee break is here to stay. Instead 
of deploring it, they are looking for 
new and better ways to cut the 
working time it takes. That’s why 
a new “single-service” dispenser, 
introduced by the Nestle Co., Inc. 
and Lehigh, Inc. has excited so 
much interest. 

Key to the new method lies in 
Nestle’s three-part aluminum foil 
pack. One section of the pack con- 
tains enough instant coffee for a 
single cup. The other two “parts” 
contain powdered cream and sugar. 

Lehigh produces the machine 
which dispenses this package. Rela- 
tively small, it measures 13” x 13”, 
and is 57” high. It releases a paper 
cup with the beverage pack. A 
water “cooler,” providing hot or 
cold water, completes the installa- 
tion. It is planned that the ma- 
chines will be vendor-serviced. A 
single dispenser has a capacity of 
180 servings, and can be set for a 
coin of any desired denomination. 
The machine can also be set for 
no payment at all in those estab- 
lishments where the policy is to 
supply free beverages. 

Nestle has developed similar self- 
service packs for cocoa, chicken 
and beef bouillon. 


For more information, circle num- 
ber 389 on the Reader Service Card. 


AUDIO-VISUAL 


Projector-recorder cuts 
cost of sound movies 


A 16mm movie projector that 
permits addition of background 
music and narration to business or 
industrial films without special 
equipment and elaborate sound 
studios was announced recently by 
a leading manufacturer. In over- 
simplified terms, this “do-it-your- 
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A clever mechanic can get along with practically 
no tools at all—if he has to! But he works faster, and 
does a better job when he has a wide variety of tools 
to choose from. 


The Roytype Representative, like a good mechanic, 
has many tools to work with. He is trained in their 
use. He has had great practice in how to apply them. 
His home office gives him seasoned guidance. 


Is it a question of inked ribbon? Of carbon paper? 
He knows exacily what to suggest for all types of 
typewriters, bookkeeping machines and duplicating 
processes. 


In fact, the Roytype Representative is a trained 
expert ...a member of an organization which is part 
of the largest typewriter manufacturer in the world— 
Royal Typewriter Company. He will help you get out 
the best possible work ... at the lowest possible cost. 


® Roytype®. .. quality supplies 
for all business machines 


Roytype, a department of Royal Typewriter Company, a Division of Royal McBee Corporation 
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self” projector combines the prin- 
ciples of a tape recorder and a 
movie projector into one compact, 
portable unit which makes sound 
movies as inexpensive as most 
silent movies. 

With the unit, a company may 
first make a 16mm film, have an 
inexpensive magnetic _ stripping 
added, and then record narration 
and music in the company’s own 
office or plant. The narration can 
be erased and re-recorded as often 
as desired to provide different mes- 
sages for various audiences, or 









Executives, note! 
THIS PRECISION 
FITS IN YOUR POCKET! 





small sections of the sound track 
can be changed conveniently. Ad- 







RECORDER 








out of sight, out of mind— you get all the facts! 


BUSINESSMEN—if you’ve ever 
wanted a “‘second memory” to 
relieve the pressure of your daily 
chores, here it is! 


MINIFON P55-S—the only pocket- 
sized, push-button precision re- 
corder in the me 

Take it with you wherever you 
go by train, car or plane. In your 


“> For complete details, write: 





G 


pocket or out, it can record your 
“‘on the spot” reports or dicta- 
tion as fast as you can press the 
record button! Records every- 
thing—up to 2 hours on a single 
reel! Plays back, erases, rewinds 
—does everything the big, bulky 
recorders do, but it’s only 28 
ounces! Battery operated or A/C. 


Sold only through authorized franchised dealers. 


\) GEISS-AMERICA Dept. M-1, Chicago 45, tt 


In Canada: imperial Typewriters of Canada, 216 McGill St., Montreal, Quebec 
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ditional magnetic stripping costs 
approximately 2% cents per foot of 
film. 

Case histories from field tests 
demonstrated that the projector is 
especially useful in changing the 
sound tracks of in-plant production 
and sales training films for different 
employee groups; in altering narra- 
tion to direct sales films to specific 
customers and prospects; in chang- 
ing safety films to highlight impor- 
tant practices for specific groups; 
and in adapting public relations 
and community relations films for 
each individual audience. They 
were also found useful for adding 
a foreign language to an English 
language film which is to be used 
abroad, and vice versa. In addition, 
the new projector can be an aid in 
perfecting a script which will later 
be recorded on a permanent optical 
sound track by allowing frequent 
rehearsals and “test runs” on the 
magnetic track. 

For more information, circle num- 
ber 386 on the Reader Service Card. 


PHOTOCOPYING 
Filter paper adds to 
photocopy applications 


A new filter paper increases the 
usefulness of photocopy machines 
that are normally limited to re- 
producing from translucent orig- 
inals. Using the filter and an in- 
expensive printer, copies can now 
be made with these machines us- 
ing original documents on opaque 
paper or with copy on both sides 
of the sheet. 

The filter paper is placed be- 
tween the original to be copied 
and a sheet of negative paper, then 
fed through the photocopy machine 
so that the light source goes 
through the filter and then the 
negative paper. The exposed neg- 
ative and a sheet of positive paper 
are then fed through the supple- 
mentary printer. When peeled 
apart, the positive sheet carries an 
exact duplicate of the original. 

The manufacturer reports that 
many different applications have 
proved the economy of using this 
filter paper and printer. The filter 
is made in a range of sizes to meet 
various copying needs. 

For more information, circle num- 
ber 388 on the Reader Service Card. 
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CUMMINS Perforators eliminate duplicate pay- 
ments . . . make it impossible to re-use disburse- 
ment authorizations 


Mars, Inc., one of the nation’s leading candy producers, 
safeguards their accounts payable operations by cancel- 
ing invoices and all supporting documents in a Cummins 
300 Perforator. They simply insert a bundle of up to 
20 papers in the machine and automatically punch 
PAID, the Date and MARS in one swift operation. 


Many accounting executives specify that all pages in a 
voucher or invoice bundle be stamped PAID when the 
check is issued. This is hard to enforce. At the time of 
an audit, they are often shocked to find many docu- 
ments missed or only the top sheet stamped on most of 
the PAID bundles. 


A Cummins Perforator insures effective cancellation of 
every document in every bundle with a substantial sav- 


YOU CAN SAVE 10% ON YOUR do 
FIDELITY INSURANCE COST a & y 
. this new booklet tells how! 





Write for the “Hole Story” which explains 
how you can prevent fraud in cash 
disbursements, stop inventory losses, 
and save on your insurance premiums. 


“Now were sure our invoices 
cant be paid twice--we cancel 
them like banks cancel checks.” 


SSSSSSSSSSSSSSSSSSSSSSESSEESESESSESEESES CEE EEEEEEEE 


Commins 


OOOO OEEE OES CECE EOEEEEEEEEEEOOEEEEEEEOEEOEEEEOESESOOEEEEEEEEEEEEEOESEDOSEENOEEEEEEDOMOAOODEOOOOES 
e 














ing in clerical labor — and close supervision is not re- 
quired to see that it is done. This is because it is easier 
to cancel a complete bundle with a Cummins Perforator 
than to hand stamp only the top copy. 


Busy offices find the Cummins Perforator a real time 
saver as well as a safeguard ... one operator can mark 
papers at the rate of 20,000 per hour. And it is so simple 
to operate that clerical help “‘catch on” in minutes. Built 
to last, yet it can be moved as easily as a typewriter. 


Ask your CPA 


Recommended by leading public accounting firms. Your 
CPA will be glad to give you advice on the subject. 


Your Cummins representative is listed in your classified 
telephone directory. Look for AAC—CUMMINS (Auto- 
matic Accounting Controls) under “Perforating Ma- 
chines”. Call him for a demonstration .. . ask him how 
a Cummins Perforator can reduce insurance costs. 





SINCE 1887 


CUMMINS BUSINESS MACHINES 
Division of Cummins-Chicago Corporation 


4740 North Ravenswood Avenue, Chicago 40, Illinois 
SALES AND SERVICE OFFICES IN ALL PRINCIPAL CITIES 
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TOPS IN EFFICIENCY AND VERSATILITY 





EMMERT DRAFT-RIGHT UNITS 


EMMERT Draft-Right Units bring to the drafting 
room the ultimate in versatility and efficiency. 

These attractive, all-steel units provide the 
operator with everything needed, instantly available 
without rising from the chair — drafting instru- 
ment ... adjustable, counter-balanced drawing board 
+. reference area... tool and storage space. 

Versatility in arrangement is provided, too. 
EMMERT Units may be assembled in either right or 
léft hand arrangements. Change-over from right to 
left may be accomplished easily by your own per- 
sonnel. 

Finished in a rich grey with mist green linoleum 
tops, these units blend perfectly with any color 
scheme. 


Write Department M for Bulletin No. 800 


ri MMERT DRAWS THE ACCURATE LINE \ 


EMMERT MANUFACTURING COMPANY 


WAYNESBORO PENNSYLVANIA 
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Any Card Inserted Into Plastic “SELF-INDEXER”, An Index Guide 
AICO’S Transparent... (shown above), becomes... At Guide Height! 


IT’S THE NEW, FASTER, MORE ECONOMICAL 
WAY TO INDEX YOUR CARD FILES! 


With AICO’s new, transparent, plastic, “Self-Indexer”, you 
can make, in seconds, an Index Guide out of any card in 
your file. Just slip the card into the double lip at the top 
and the slot at the bottom of the “Self-Indexer”, and, the 
combination becomes an Index Guide, at guide height, %’’ 
above the other cards. Made of heavy gauge plastic, the 
“Self-Indexer” won’t chip, crack, split nor tear. In 4 sizes, 
including Tabulating card size. Special sizes made to order. 


FREE: Write Dept. 30 for Free Sample, literature, 
AG and name of your nearest supplier. 
44-16 23rd St., Long Island City 1, N.Y. 


INDEXES 426 S. Clinton St., Chicago 7, Illinois 
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How fo profit 
from an EMPLOYEE 


STOCK PLAN 


“ues An employee can often develop the 
attitude that most of the profit from the sweat of his 
brow goes to the owners of the company he works 
for.* This attitude is not always restricted to the wage 
earner down the line. Salaried people—even high- 
priced executives—are not completely free of the tor- 
menting feeling that maybe they are being “used.” 

One of the methods that more and more firms are 
turning to in order to counteract this problem is the 
employee stock purchase plan. Indicating the recent 
spread of such plans is the fact that in the nine year 
period since 1947, 40% of all domestic companies 
with common stock listed on the New York Stock Ex- 
change have adopted stock purchase or stock option 
plans for some or all employees. And this percentage 
includes only those plans of which the Exchange has 
an official record. There are many others. 

A well formulated employee stock purchase plan 
can offer a company a number of advantages, not the 
least of which is the simple fact that employees often 
represent a worthy source of investment capital—es- 
pecially in these days of high wages and tight money. 

But among the most common objectives in encour- 
aging employee stock ownership are increased loyalty 
among employees and added incentive to work more 
productively. Even more important than these, how- 
ever, a stock purchase plan can dissolve the barrier 
that has traditionally separated owners and employ- 
ees. It can be used to eliminate the employee's im- 
pression that his own interests and the stockholder’s 
are in conflict, replacing this with the positive attitude 
that employee and stockholder have a mutuality of 
interest in aiming at the same goal of profits. 

Yet the effect of an employee stock purchase plan 
may be as strong for the employee who does not take 
advantage of it as for the employee who does, the 
reason being that the mere existence of the plan dem- 
onstrates that the stockholders, through their elected 
directors, show that they are at least willing—if not 


® See “Do you really know what your union member thinks?” page 26. 
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An employee who is also a share-owner 
thinks in terms of “the company” in- 
stead of just “the job.” Top 

managers report this as only one 

of many benefits an employee stock 
purchase plan can offer. But study the 


pitfalls before you begin. 


FREE BOOKLET OFFERED 


One of the fullest reports on current em- 
ployee stock purchase plans has just been 
distributed by the New York Stock Exchange 
to corporations whose securities are listed. 
Called “Stock Ownership Plans for Employ- 
ees,” the 128-page book details the plans 
of 20 leading companies. It also contains 
in tabular form the key features of some 60 
other plans recently put into effect by vari- 
ous companies. 


The Exchange advises MANAGEMENT 
METHODS that a limited number of single 
copy requests can be filled. Circle number 
400 on the Reader Service Card in the back 
of this issue, or write to Department of 
Public Relations, New York Stock Exchange, 
11 Wall St., New York. 


anxious—to have the hired worker join them in own- 
ership. 

Still another advantage is that a stock purchase 
plan can forge a strong communications link. Facts 
prove that both hourly and salaried personnel gen- 
erally read the company material they receive as 
stockholders even though they may not read the publi- 


cations and other material they receive as workers 
and managers. For example, a staff communication 
expert for one leading company was speaking recently 


with one of the company’s plant managers. 
“What do you think of the such-and-such decision 
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Corrections 
are So Hasy 
to make 


ee: 


on fluid aduaplicetor masters with 


\Y/2i4\/ correction tape 


FAST, NEAT, CLEAN+ NO SOILED HANDS 


Correcting fluid duplicator masters is a breeze with 
Avery adhesive Correction Tape. There’s no scraping, 
erasing or smearing. Save useless trips to the wash- 
room — no smudged hands or dirty fingernails — no 
wasted time. Just press on, then type on! It’s easy 
to use — fast and clean! 


Available in rolls ready to use in 1/6”, 2/6” and 5/6” 
widths in handy Kum-Kleen dispenser. 





J. PRESS ON reverse side of 
master over error. No moist- 
ening . . . just LAY IT ON 
with a finger touch. 


2. TYPE CORRECTION with light 
touch, using same carbon. 
Master stays in typewriter 

. . NO realigning. 


The boss will like it too...for it saves \ 
him time and money. 

Ask for Avery Correction Tape today — 
at your dealer, or from your regular office 
supply salesman— you'll like it! 


AVERY ADHESIVE LABEL CORP. Div. 150 


117 Liberty St., New York 6 © 608 So. Dearborn St., 
Chicago 5 ¢ 1616 So. California Ave., Monrovia, California 
Avery Adhesive Label Corp. (Canada) Ltd., 207 Queen's 
Quay, Toronto 1 ¢ Offices in Other Principal Cities 


Please send samples of Avery adhesive Correction Tape 
my name_ 


company__ 








address 





city els teen iateandceacniadl 
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itttom. quik 
It's ADDO-X's precision 
manufacture that reduces 
operational noise to a whisper. 
With new fast action,” 
fingers literally dance across 
the keys. The STEP-O-MATIC 
lever offers calculator 
performance at adding 


machine cost when 
multiplying. 


Write today for literature f. 


“At 175 r.p.m. 
+Also on our NEW two register machine. 












ADDO MACHINE COMPANY, INC. 


145 WEST 57TH STREET, NEW YORK 19, N. Y., CIRCLE 5-6940 


WEST COAST BRANCH 
WESTERN ADDO MACHINE CORP., 2921 BEVERLY BLVD. 
LOS ANGELES, CALIFORNIA, TEL: DUNKIRK 5-2247 


For further details mail this advertisement with your letterhead. 
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that was announced yesterday in the stockholder 
news-letter?” asked the plant manager. 

“Was that the first you knew of the decision?” asked 
the communications man. 

When the plant manager said that it was, he was 
told that the decision had been announced to all 
management personnel two weeks before through a 
special management news-letter. The manager ad- 
mitted that he “didn’t have time” to read all of the 
company material he was supposed to read in his 
job, but that he did read everything that he received 
in the mail as a company stockholder. 


Negative aspects 

Along with the positive aspects of employees own- 
ing stock in the companies where they work, there are 
potential negatives that must be considered before a 
plan is inaugurated. For example, one giant printing 
company that had been closely held undertook a re- 
cent public stock offering in order to raise capital 
needed for expansion. But the company purposely did 
not devise a special scheme whereby employees could 
partake of this stock. 

The head of the company expressed his thinking 
this way: “Our employees have the major part of 
their economic lives wrapped up in their jobs with 
us. It doesn’t make sense for us to encourage them 
to invest their surplus funds in these same jobs. 

“Ownership in a business involves risk. There is al- 
ways the possibility that due to some change in condi- 
tions the value of our stock could decrease. If this were 
to happen, the level of the employee’s savings would 
go down at the same time the value of his job went 
down—and this would be just the time he might need 
his savings the most. We are strongly in favor of 
working men and women owning stock and participat- 
ing in American capitalism when they are prepared 
to do so, but we believe they should diversify their 
economic interests rather than to put all their eggs 
in one basket.” 


On the other hand .. . 

Obviously, however, the number of business leaders 
who discount this line of reasoning is growing. These 
men believe that the advantages of employee stock 
ownership over-balance the disadvantages. They say 
that if a company is willing to take the responsibility 
for offering a man a secure job, then the company 
can also take the responsibility for offering him a 
favorable means of participating in the ownership. 

Some companies feel the risk value is actually a 
favorable aspect of employee stock ownership. Cyrus 
Eaton, chairman of the Chesapeake and Ohio Railway 
Co., once told his stockholders: “I would like to see all 
of our family, the 34,000 [employees], join me in a 
little risk in the railroad and own some stock.” 

Other companies hedge by making stock available 
to employees under special arrangements but refrain 
from any promotion of the plans or from encouraging 
workers to buy. This is the case, for example, at 
Bridgeport Brass Co., which had a bad experience 
with a stock purchase plan some years ago, but now 
is operating a new plan successfully. Says President 
Herman W. Steinkraus: “No promotion of the plan 
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if you regularly address 5 or more 
cartons per shipment, you can save 
money and avoid costly errors by address- 
ing multiple shipments as a by-product of 
office procedure. 

You can prepare STEN-C-LABLS at the same 
time as your invoice, order or bill of lading, what- 
ever your procedure or equipment—manual or 
electric typewriters, electric billing or accounting 
machines, Card-o-type, Teletype or Flexowriter. 


Shipping department makes unlimited impres- 
sions with STEN-C-LABL Applicator direct to 
PANL-LABL on carton or to printed gummed 
labels or tags. All addressing errors, mis-shipments 
and repetitive writing are eliminated. 


Thousands of dollars are being saved by present 
users. 


Choose the style that fits into your operation 


from these continuous or unit forms available 
in a large number of different sizes; 


ee 








Blank STEN-C-LABL 

to imprint on gum- | 
med labels, tags or 
PANL-LABLS. 


Stock ‘Ship To"’ 
STEN-C-LABL direct bos 

to carton—No gum- 

med labels. - 


Special die-impres- 


sed STEN-C-LABL in- f YOUR <OMPANY | 
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to carton. 














STEN-C-LABLS in 
continuous form for 
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unit forms shown. 
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Addressing with blank STEN-C- 


ing direct to PANL-LABL 
a LABLS on printed gummed labels. 


printed on carton 







stock ‘Ship to'’ STEN-C-LABL. die-impressed STEN-C-LABL, 
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greenness eos 


Addressing direct to carton with | Addressing direct to carton using 







woo 








Be 


WRITE TODAY for FREE brochure show- 
ing detailed operation and actual in- 
stallations. 


STEN-C-LABL, inc. 


DEPT. MM-1, 2285 UNIVERSITY AVE., ST. PAUL 14, MINNESOTA 
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NEW FACT FOLDER TELLS HOW TO 


CUT LABEL COSTS 


Full of time- and 
labor-saving ideas on 
pressure sensitive 
Contact Labels 
and Label Dispensing 
Machines 





If you think you have use for pressure sensitive 
labels which stick without moistening, you should 
have this new FACT FOLDER. It’s chock full 
of label facts and time- and labor-saving ideas. 
Contains complete information on the wide vari- 
ety of Archer Contact Labels. Includes sample 
labels. Describes Archer Label 
Dispensers which speed applica- 
tion as much as 400%. For your 
copy write Sales Manager, Archer 
Building, Room 220. 


Archer MULTIMATIC ® 
Label Dispenser 














LABEL COMPANY 
783 Kohler St., Los Angeles 21, Calif. 
Telephone: Michigan 7824 4 Offices in Principal Cities 





no more 
cold feet with 


tlectro Mat 


Production line and office 
workers can now work 


in absolute comfort 


The new low priced ELECTRO MAT throws off 
a gentle warmth that keeps workers healthy, happy 
and comfortable. 14” x21" portable foot warmer 
is safe and economical . . . consuming less power 
than a 75 Watt light bulb. It is made of high 
quality neoprene rubber. 


Attention Employers 


Increase the efficiency of your employees and help 
prevent colds which cause absenteeism by equip- 
ping each employee with an Electro Mat. 

‘Rime KEM Be MR) eile GENE SERIE Layee ER OTHE ite Gk AN Ri TR ON 
IMPORTANT SAVING: If 6 or eowe Electro 
Mats ordered price is only $6. 

Please send me: [] Electro Mat at $7.95 each. 














Enclosed is my check [] money order [J 
Mail check or 00 C.O.D. I am enclosing $1.00. Will pay 
money order today postman balance of $6.95 plus C.O.D. fee 
Only Name 
$ Street Zone 
7 95 City State 
2 


10 Day Money Back Guarantee 
INTERSTATE. RUBBER Propucts Corp., Dept. 142 
908 Avila St., Los Angeles 12, California 
12020 Lake Ave., Lakewood, Ohio 


Delivered 


Dealer Inquiries Invited. 
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has been undertaken because the directors feel that 
any employee wishing to become a stockholder should 
know that such a plan is available to him, but should 
not feel any urge from management to take up the 
plan.” 

Some of the stock purchase plans in operation in 
past periods, particularly during the 1930's, gave the 
entire idea a black eye. Thus the practice now is to 
devote extensive top management study to a plan 
before it is begun, to make certain it is based on sound 
policy. 

When a company does install a well founded stock 
purchase plan, it usually finds that the plan is well ac- 
cepted. For example, when General Motors initiated 
its plan in October 1955, 86% of its 100,000 eligible 
employees signed up to participate immediately. 
Scott Paper Co. about 50% of the employees partici- 
pate. At Inland Steel, a third take part. 

The experience of Minnesota Mining and Manutfac- 
turing Co. indicates that employees do indeed repre- 
sent a sizeable source of capital. In 1950, a third of 
3Ms’ 2,727 employees subscribed for shares at an 
investment of more than $2.4 million. Then in 1954 a 
stock option plan was adopted for which more than 
half of the employees were eligible; the company has 
since received $3 million as a result of stock sales 
under this option. 

Even if a plan does not receive heavy employee 
participation, however, it can serve its purpose suc- 
cessfully. President George L. Clements of Jewel Tea 
Co. reports that only 10% of his company’s eligible 
employees have contracted for stock under Jewel's 
employee plan, but he indicates that the program is 
satisfactorily filling a need. 


Benefits to Employee 


What benefits does the employee get under a stock 
purchase plan? The answer is that different plans 
have different values. Sometimes their basic purpose 
is to provide a means of buying stock on the install- 
ment plan, through payroll deductions. Others are 
designed to give employees an opportunity to buy 
shares of an issue before it is offered publicly. 

Many times the employee is given an opportunity 
to buy stock at less than the market price. The sav- 
ing may be a few points, or as much as 25%—or even 
more. Under one type of plan, for example, the com- 
pany matches the employee’s investment in stock by, 
say, $1 for each $5 investment. And sometimes the 
amount of the company contribution is determined 
by the size of profits for the year. 

One of the most generous plans in operation today is 
that of Sun Oil Co. Here is how Sun President Robert 
G. Dunlop recently outlined the program: 

“Sun Oil Company placed its first employee stock 
purchase plan in effect in July 1926. Last summer we 
celebrated the completion of our 25th stock plan— 
our Silver Anniversary Plan—which had started in 
1950 with 11,312 employees enrolled. 

“Probably no other company benefit is so enthusi- 
astically supported by Sun men and women as the 
stock purchase plan. The average employee invested 
$452.83 of his wages in the 25th Plan. At liquidation, 
he received Sun Oil common stock valued at $1,320.90 
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(at $74 a share, the market value of Sun stock as of 
June 30, 1955). 

“The difference between the $452.83 investment 
and the $1,320.90 in stock came from several sources. 
Of this gain, $226 was an outright contribution of the 
company, which puts 50 cents into the plan for every 
$1 invested by an employee. The rest came from the 
“surplus fund,” composed mainly of stock dividends 
and cash dividends. 

“The Silver Anniversary Stock Purchase Plan was 
the largest in the history of the company. In the 25 
liquidations since our first Plan in 1926, employees 
have received a total of approximately 1,150,000 
shares. These shares plus the stock dividends which 
have been declared from time to time, together with 
the shares in unliquidated plans, result in our em- 
ployees having an ownership interest amounting to 
20% of the company’s equity.” 


Pitney-Bowes plan worthwhile 


A recent statement by President W. H. Wheeler, Jr. 
of Pitney-Bowes, Inc. sums up a prevalent attitude 
toward employee stock purchase plans. Referring to 
his own company’s plan, he said: 

“, . . Pitney-Bowes has long believed that the com- 
pany and its stockholders derive substantial benefits 
by encouraging and assisting employees to become 
part owners of the business in which they are en- 
gaged, and to share in its development. . . . While 
[our] plan was not devised as a means of raising 
capital, nonetheless the sale of stock to employees 
. . . has provided the company with some part of the 
capital needed for its development; and the somewhat 
added cost of obtaining it in this manner, as compared 
to sales of common stock to the public, has, in the 
opinion of the directors, been well worthwhile.” 
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New kind of management 


New FRONTIERS FOR PROFESSIONAL MANAGERS, by Ralph 
J. Cordiner, President, General Electric Co. McGraw- 
Hill Book Co., New York. 1956. 121 pp. $2.75. 

Managers interested in the future of American 
business and its opportunities for them will find 
this frank and forthright book of great value. In 
it Mr. Cordiner sets forth the managerial philosophy 
behind his leadership of one of America’s major 
corporations, giving emphasis to the steps toward 
and advantages of responsible decentralization. 

Special treatment is given to the place of the 
individual in this philosophy: how managers at all 
levels are affected, what problems face them, what 
they must know, what their attitudes should be, 
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meeting the need for | 
swing-door cabinets 
in your business 
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\ | 1 handle does 
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wardrobe 


**Cyclops” swing-door cabinets 


Safe-like swinging doors with a central handle. 
Smooth interior finish—no projecting lugs. 
Shelves adjustable on 1” centers without tools. 
No loose shelf clips. No bolt heads on front, 
ends or back. Choice of 5 colors, in electrostatic 
baked-on enamel. These are a few of the many 
features that are making Borroughs cabinets 
first choice from coast to coast. Before you 
decide on any cabinets, be sure to see the 
Borroughs line. 


See your local steel equipment dealer ..if he does not have 
Borroughs cabinets in stock, he can get them for you. 
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Big Numbers 


boost € 
efficiency ' 





Columbia 


Automatically prints large, legible num- 
bers on file folders, job tickets, time 
cards, efc., k for sier reading, 
faster work. (Provides consecutive, dupli- 
cate or repeat numbering.) See your 
dealer or let us send our catalog—“How 
to Select a Numbering Machine.” 


Specify FORCE for the Finest 
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216 NICHOLS AVENUE, BROOKLYN 8,N.Y. 
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safe, economical packaging 
FOR FRAGILE PRODUCTS-ANY SHAPE-ANY SIZE 





Vertical-Horizontal suspension safeguards your 
olgeloltla Mls Melile Molt] Me) maela (el MPI S07 -1am Lola cole ile) 
components required .. . pad folding eliminated. 


SUS-RAP is engineered to your product and pretested by N.S.T. procedures 


ned 


Laboratory Developed and | Laboratory Developed and Tested Packaging | | Laboratory Developed and Tested Packaging | 


VANANT COMPANY _ INC. 954 S. Water Street Milwaukee 4, Wis 
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and how new frontiers of achievement are opened 
to them. The treatment includes signposts to the 
solution of problems of long-range planning, decision- 
making, business measurements, communications, op- 
erations research and synthesis, and human motiva- 
tion. 


Managing for tomorrow 

BusINEss ACTION IN A CHANGING WorLD, edited by 
Henry C. Thole and Charles C. Gibbons. Public Ad- 
ministration Service, Chicago. 1956. 319 pp. $5. 

Managing for tomorrow will require managers who 
possess the qualities of creativity, foresight, and 
flexibility. With this thought in mind a number of 
excellent articles written with regard to management 
action to meet changing conditions have been com- 
piled in a single volume from journals and books 
in which they originally appeared. 

The articles focus on some of the major trends 
and issues facing the manager of tomorrow and on 
the techniques which are likely to be most useful 
in managing a business during a period of rapid 
change. Special emphasis is placed on measures 
necessary to assure healthy growth and on measures 
necessary to prepare for periods of emergency, such 
as inflation or recession. 

There are selections on management planning 
and action which enable a company to influence 
to some extent the conditions under which it op- 
erates. Other articles deal with management's role 
in adapting to economic changes over which it has 
little control. 


Story of automation 


Let Erma Do It, by David O. Woodbury. Harcourt, 
Brace and Co., New York. 305 pp. $5. 

The term “automation”’—what it is, how it works, 
and where it’s taking us—is masterfully and de- 
lightfully treated in David Woodbury’s latest book. 

Written for the layman, the author simply and 
successfully dissects ERMA (Electronic Recording 
Machine—Accounting) and her companions. The 
reader is given a clear insight into the workings of 
the “brains” and “physiology” of automatons, along 
with an effective discussion of the binary system 
of these machines. 


Performance vs. expectations 

LEADERSHIP AND Rove Expectations, by Ralph M. 
Stogdill, Ellis L. Scott, and William E. Jaynes. Research 
Monograph No. 86. Bureau of Business Research, College 
of Commerce and Administration, Ohio State University, 
Columbus. 168 pp. $2. 

The relationship between expectation and_ per- 
formance in the leadership role is the subject of 
an extensive technical monograph. The study covers 
1) the relationship between performance and _ ex- 
pectations of superiors and the performance and 
expectations of their subordinates, and 2) discrepan- 
cies between observed behavior and expected be- 
havior among 181 military and civilian administrators 
in a large research organization. Extensive use of 
tables to illustrate results of the study are found 
throughout. 
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Diebold 


908 Mulberry Rd., S. E. 
Canton 2, Ohio 
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AND MONEY! 


Why use cardboard and space-wasting shelving 
when Diebold steel files COST THE 

SAME OR LESS? Safe-T-Stak Files can 

be stacked ceiling high locked together in rigid 

batteries. They increase storage room capacity 
up to 100% and last a life-time! 


For general office as well as storage filing, 

many users have standardized on Safe-T-Stak Files 
equipped with sintered nylon bearings. Let us 
prove that Diebold Steel Files will enable you 

to file records faster and better ... save space, 
time and MONEY. Call your local Diebold 
representative for a free demonstration, 

or mail the coupon .. . today. 


Get the facts about the country’s best 
record filing operations. 


... switch to DIEBOLD 


STEEL 
STORAGE 
FILES 














| Diebold, Inc. | 
_ #08 Mulberry’ Rd., S. E. 

| Canton 2, Ohio ; | 

| Please send complete information about Safe-T-Stak files and | 

these FREE SERVICES: 

1. Record Survey 3. Record Management Manual | 
| 2. File Room Lay-out 4. Record Destruction Plan | 
| Firm | 
| Individual Title | 
| Street | 
| City Zone —— State | 
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TAXES “feed” on routine decisions 


A simple action like trading 


in your old air conditioner 
may turn your profits into 
taxes. This article, based 
on facts supplied by the 


American Institute of 


Accountants and checked by 


Internal Revenue, shows why 


year-round tax planning 


is essential. 


Under today’s 
conditions, you can't save up your 
tax problems for the annual tax 
time. The kind of year-round tax 
thinking that “big business” has 
been doing now becomes essential 
for firms of all sizes. Last-minute 
tax worrying with no long-range 
tax planning can result in lost op- 
portunities for sizeable savings for 
small and medium sized business. 
Even minor, routine decisions may 
have significant tax implications. 

For example, assume that last 
summer you were forced to replace 
your air conditioner. You found 
you could sell your old unit to a 
private party for $500, or you could 
get a trade-in allowance of $500 on 
it from a dealer in town. That 
seemed like  six-of-one-half-a-doz- 
en-of-another to you, so without 
thinking about tax matters you 
traded it in. 

To prove how such a seemingly 
simple business decision as this can 
affect your tax, let’s assume that 
the air conditioner you traded had 
originally cost $2,500 and that you 
had taken $1,000 in depreciation 
on it. This means its cost for tax 
purposes was $1,500, and you were 
going to “lose” $1,000 whether you 
accepted the trade-in allowance of 





$500 or sold to the private party 
for $500. 

So far it’s still six-of-one-half-a- 
dozen-of-another. But now since 
you elected the trade-in, let’s see 
how you can claim a deduction on 
a tax return for your $1,000 loss. 
The answer is simple: you can't! 
All you can do is add the amount 
of the loss to the cost of your new 
unit, and eventually receive tax 
credit for your loss in the form of 
slightly higher depreciation deduc- 
tions. 

On the other hand, if you had 
made a bona fide sale of your old 
unit to the private party and a 
separate purchase of a new unit 
from a dealer, you would have es- 
tablished a $1,000 loss which could 
be claimed as a loss deduction on 
a tax return and used to offset regu- 
lar income. 

It is not always true, of course, 
that a loss deduction on the tax 
return is worth two in the bush of 
depreciation, but a general rule to 
consider when you are trying to 
decide whether it would be more 
advantageous taxwise for you to 
sell ortrade-in an asset is: sell “loss” 
property to obtain a deduction, and 
trade “profit” property to avoid the 
tax which must be paid on any 








TAX HANDICAP FOR INCORPORATING 


The present tax law provides unintended benefits 
for a firm that does not incorporate, a representative 
of the American Institute of Accountants said re- 
cently. Speaking before a subcommittee of the House 
Ways and Means Committee, Wallace M. Jensen, a 
Detroit CPA, said that some firms have found that 
being incorporated is a tax handicap. Jensen is 
chairman of AlA’s committee on federal taxation. 

He said that a small businessman who is not in- 
corporated may elect the “declining balance” method 
of depreciation on his capital equipment. As an ex- 


ample, he cited machinery costing $20,000, the ma- 
chinery having a useful life of 10 years. Using the 
declining balance method, the unincorporated busi- 
nessman could obtain a tax deduction of $4,000 the 
first year and $3,200 the second. If the businessman 
incorporates his business, however, and the new cor- 
poration takes over the cost of the machinery, under 


the present law he loses the right to use this method 
of depreciation and the deduction for the second 


year is limited to $1,778, computed by the “straight- 
line” method. 





54 


MANAGEMENT METHODS 








party 


alf-a- 
since 
Ss see 
m on 
loss. 
can't! 
10unt 
new 
> tax 
‘m of 
educ- 


| had 
r old 
nd a 

unit 
'e es- 
could 
ym on 
regu- 


yurse, 
e tax 
sh of 
ile to 
1g to 
more 
yu to 
“loss” 
1, and 


d the 


any 





THODS 





profit realized from the sale of an | 


asset. 


You may find that you have sold 


vourself into a capital gains tax or 
traded yourself out of a loss de- 
duction if you have not figured 
your depreciated costs correctly. 
This is a matter you should discuss 
with a certified public accountant. 
Not only can he verify the accuracy 
of your mathematical computations, 
but he can also explain the advan- 
tages and disadvantages of the vari- 
ous methods used to compute de- 


preciation. It could be that the | 





method you used or are using is | 


not the one most suited to your 
business needs from a tax stand- 
point. 


Straight-line or declining? 


For example, if you asked a CPA 
whether you should use the 
straight-line or the declining bal- 
ance method to depreciate your 
new air conditioner, one of the first 


questions he might ask you would | 
be: What are your cash require- |’ 


ments and what are your profits | 


likely to be? If you are thinking of 
expanding and will need additional 
cash within the next few years, he 
might recommend that you use the 
“new declining balance method to 
compute depreciation. 

The declining balance method 
“speeds up” or increases deprecia- 


tion rates. This starts the chain re- | 


action to your objective of retain- 
ing cash in the business, because 
when you 
rates you also increase allowable 
depreciation deductions on your 
tax return. The amount you may 
write off the first year is twice 
what it would be if you used the 
straight-line method; so by apply- 
ing a $1,000 instead of $500 de- 
preciation deduction against your 
regular income, you are going to 
reduce your taxes, and cash that 
does not have to be paid out in 
federal taxes can be retained in the 
business for expansion purposes. 
It seems all good things even- 


increase depreciation | 


tually come to an end, however, | 
and while in the first year the de- | 
clining balance depreciation rate 


may be double that of the straight- 
line, this differential diminishes in 
succeeding years until declining 
balance deductions are even less 
than they would be under the 
straight-line method. This is why 
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Write for FREE 28-Page Booklet 
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Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


Westport, Conn 
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Home Office: 
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yourself! 


WHEN WORK 
PILES UP IN 
YOUR OFFICE 
CALL 


MANPOWER, INC. 


FOR 
TEMPORARY 
HELP 
typists - stenos 
office workers 


Use our employees as long as you 
need them at low hourly rates. 


inc. 


820 N. Plankinton Ave., Milwaukee 


( Advertisement) 


Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for people 
without technical training or experience, 
it is based on a similar course members 
of the firm developed and are teaching 
at a large University. 


Students are taught to develop and pro- 
electronic systems for business 
problems such as Payroll, Accounts Re- 
ceivable, Inventory Control, etc. for a 
theoretical electronic computer called 


BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially’ available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. ‘‘Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience 
for only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational Divi- 
sion, P.O. Box 3330 Rincon Annex, San 
Francisco, Calif. 


(Cirele 316 for more information) 
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NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE BY CHART-PAK 


Tapes, Templates, Boards .. . 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything —tapes, labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. 

You can get tapes—opaque and trans- 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


The Versatile Draftsman 




















r =" — emma 
| vast man CHART-PAK, INC. 
3-21 River Road, Leeds, Mass. 
l Please send information and free samples. 
| | Ok SUS ee ee 
1 co : 
} Title ; 
| ADDRESS 
| CITY ZONE___STATE__ 
Please give the name of the local supplier 
| from whom you would like to buy Chart- 
| Pak material 
scan nc Gees cad ai Ee ach cai ee es cs ee 
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it is important that you consider 
current and future earnings before 
you select a depreciation method. 

For example, if your current earn- 
ings are low, or if you are putting 
in a new line of merchandise and 
the results of this expansion will 
take a few years to show in your 
earnings, it might be more advan- 
tageous taxwise to use the straight- 
line method of depreciation. 

The straight-line method does 
not “speed up” depreciation de- 
ductions. It spreads them out 
equally over the estimated useful 
life of the asset; so when you use 
the straight-line method you are 
saving, in a sense, for a rainy day. 
When your earnings improve or 
increase, you will have more sub- 
stantial depreciation deductions 
to apply against those earnings. 

A point to remember when you 
are deciding whether to buy new 
or used equipment is that second- 
hand equipment must be depre- 
ciated by the straight-line method. 
This tax factor should be consid- 
ered because loss of the opportu- 
nity to use the declining balance 
method with its rapid write-off 
feature may cancel any immediate 
savings effected by the purchase 
of used equipment. 


Advantages of incorporating 

The matter may have been de- 
cided and forgotten many years 
ago, but a basic question business- 
men should consider from time to 
time—and one which has many tax 
implications—is whether to 
business as a proprietorship, part- 
nership or corporation. There may 
be personal or professional factors 
that force the selection and main- 
tenance of a non-corporate form 
of organization, but depending on 
the earnings of the business and 
the amount of those earnings you 
may need to withdraw, there are 
certain tax advantages to be 
gained by incorporating a new or 
expanding company. 

Proprietorship and _ partnership 
income is taxed at individual rates, 
which range anywhere from 20% 
to 91%. But corporation earnings 
are taxed at rates of 30% on the 
first $25,000 earned during the 
year and 52% on the excess. Thus, 
it might appear that if you have 
relatively low income the pro- 


prietorship-partnership rates are 
lower. However, you must also 


| 


do | 





TODAY’S 


Aln FLOW 


DESIGNING 


for the modern office... 


Low-cost chairs, 
foam cushioned 
and with newest 
two-tone covers 
accenting the mas- 
sive yet graceful 
design... 








Completely 
and 
instantly 
adjustable 


Ask your Cramer dealer about 








new Cramer 


CHALLENGER 
SECRETARIAL CHAIRS 





CRAMER POSTURE CHAIR CO., INC. 
Dept. MM 


1205 Charlotte Kansas City 6, Mo. 
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VISUAL CONTROL PANELS 
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BL MACHING LOADING 





RESERVATIONS 





Chart Action, Indicate Trends, 
Permit Comparison, Organize Facts 
for Analysis and Decision. 


Complete flexibility with limitless signal- 
ling and charting possibilities . . . Easily 
adapted to your individual records. 
Lightweight panels contain clear plastic 
tubes which are individually removable 
and may be shifted from one position to 
another . .. Clarity of tube provides full 
legibility of contents. 


Ask the man from Acme for examples. 


CME VISIBLE RECORDS, INC., Crozet, Virginia 
([] Send us more facts on Visual Control Panels 
(] We are interested in Acme Visible equipment 


for records. 
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consider that the corporate tax 
carries with it the privilege of de- 
ducting a reasonable salary paid 
to an employee-owner. The em- 
ployee-owner has to pay a personal 
tax on his salary, of course, but if 
he were not incorporated, he 
would have to pay a personal tax 
on all the money earned by the 
business. 

If the retained earnings of the 
company are taxed at a corporate 
rate which is lower than what the 
personal tax rate would be, the 
employee-owner would benefit by 
having additional funds available 
in the corporation for expansion 
purposes. These funds may be ac- 
cumulated in a corporation up to 
$60,000 without further tax pen- 
alties, and even higher if the cor- 
poration can prove a need for 
them. 


Study Is Required 


These advantages—while they 
may cut your current tax bill and 
increase working capital for ex- 
pansion needs—can be lost if you 
have jumped into a corporation 
without first reviewing your own 
long-range cash requirements. If 
you are continually forced to with- 
draw money from the corporate 
earnings to pay personal expenses, 
you will have to withdraw these 
funds in the form of dividends. 
That means the corporation will 
have to pay tax on the earnings 
you are withdrawing as dividends, 
and you will have to pay tax on 
the dividends received. The 
“double tax” on earnings and divi- 
dends can nullify any tax advan- 
tage from incorporation when 
earnings must be withdrawn im- 
mediately as dividends. 

Many businessmen seek profes- 
sional advice about tax matters as 
they do professional assistance 
with their golf game—when the 
slice has become almost unbear- 
able. You can save tax dollars by 
realizing that business decisions 
made in the fall affect the amount 
of tax you must pay in the spring. 

It’s worth-while to practice year- 
round tax thinking, and consult 
a certified public accountant 
whenever you are in doubt as to 
the tax effect of even the most 
routine business decision. Doing so 
can help you take the misery out 
of “tax time.” m/m 
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CALCULAGRARH 





CALCULAGRAPH furnishes 


accurate cost data 


Take the guesswork out of your production costs 
with a dependable, economical Calculagraph system 
— a system that gives you accurate 

time costs automatically. 


What’s more, many workers can record starting 
and finishing time on the same Calculagraph 
and the ELAPSED WORKING TIME for each 
is computed on your job cards 

— to the minute or tenth of an hour. 


Investigate, install Calculagraph now 
and know your exact time costs. 


Write for illustrated brochure to Dept. M 


Agents in Principal Cities. 





DEPENDABLE ELAPSED TIME COMPUTERS SINCE 1892 


(Cirele 322 for more information) 
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How Long 


Should Records be Kept? 
this FR E. E 


ekode) 40-5 am a-3 IF 


Now 
available— 
our Manual of Re- 
cord Storage Practice 
with Retention Periods for 
general business and banks. It 
tells a simplified story of record 
procedure and an easy-to-do 
storage plan for inactive records. 
A VALUABLE GUIDE FOR 
EVERY BUSINESS. For your 
FREE copy, clip this ad to your 
letter-head and mail to: 


BANKERS BOX CO., Dept. MM-1 
720 S. Dearborn St., Chicago 5, Illinois 


(Circle 323 for more information) 














HIS HEART 
TOMORROW 





TODAY 


More than 500,000 chil- 
dren with damaged hearts 
look to medical research... 
supported by the Heart 
Fund...for a brighter 
tomorrow. 


Their hearts need your help 
today. Give generously. 


HELP YOUR 


HELP YOUR 


HEART FUND HEART 
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New electronics guide 


Detailed information in the 
field of business electronics 
has been compiled in a new 
206-page guide book by Con- 
trollership Foundation, Inc. 
The paperbound volume gives 
a comprehensive report on all 
electronic computer systems 
presently available. It also lists 
companies throughout — the 
country that are using elec- 
tronic computers, identifying 
the kinds of equipment they 
have, and how they use it. 
Also included are up to date 
listings on conferences, train- 
ing programs, visual presenta- 
tions, periodicals, pamphlets 
and books concerned with the 
field of electronics. 

The book, entitled Electron- 
ics Reference Guide, is the 
third in a series on electronics 
in business. More extensive in- 
formation has been included in 
all sections, and the report on 
data-processing machines has 
been expanded to give general 
characteristics, size, weight, 
and price of each computer 
currently available for pur- 
chase or rental. 

For more details, circle number 
390 on the Reader Service Card. 


Paper tape console 
improves ALWAC III-E 


A new high speed paper 
tape console now makes pos- 
sible an 1800% increase in the 
input speed and a 500% in- 
crease in the output speed of 
the ALWAC III-E Electronic 
Digital Computing System, 
made by Logistics Research, 
Redondo Beach, Calif. 

This new high speed AL- 


wOrRit wa REPEATIN G 


WAC unit, consisting of a 400- 
character per second photo- 
electric reader and a 60-char- 
acter per second punch, pro- 
vides rapid read-in and punch- 
out of data on paper tape. It 





greatly increases the volume 
of productive computing time 
of the ALWAC III-E because 
the speed of the computer is 
not delayed by slower input 
and output devices. The new 
console also increases the AL- 
WAC III-E system's range of 
applications, now extended to 
include unlimited storage of 
data on inexpensive paper 
tape. 

For more information circle 
number 391 on the Reader Serv- 
ice Card. 


How-to-do-it program 
on operations research 

A practical, how-to-do-it 
program in the theory and ap- 
plication of linear program- 
ming and operations research 
techniques is announced by 
Methods Engineering Council 
to be held in the MEC Train- 
ing Center, Pittsburgh, for four 
weeks beginning February 25, 
1957. 

Linear programming and 
operations research are tech- 
niques and systems designed 
to provide information for bet- 
ter management decisions and 
performance in such areas as 
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product mix, profit planning, 


production planning, equip- 
ment, purchase-make, stabili- 


zation of work loads, transpor- 
tation and distribution. 

The objective of the pro- 
gram is to expand the think- 
ing and skills of management 
personnel by providing train- 
ing and insight into solutions 
of certain management prob- 
lems. They will learn how to 
apply the technical methods of 
linear programming and then 
work with actual problems 
that have been solved for in- 
dustry in the past five years. 
Operations research sessions 
will include applications of 
game theory, inventory man- 
agement, and waiting line or 
queuing theory. 


Electronic brain predicts 
own future 


A new electronic brain, the 
Reapix, is being used by its 
manufacturer to predict the 
future of company operations. 
This new financial wizard i 
able to forecast, in a matter of 
minutes, the company’s future 
profits for years ahead. 

For example, in planning for 
production of the Reaprx, as- 
sumptions are made by *the 
companys management as to 
product prices; marketing 
costs; number of ReEaprx pur- 
chases and leases expected; 
production rates and costs; de- 
livery schedules; billings; col- 
lections; field servicing costs: 
new product development 
costs; and many other factors 
which vitally affect the suc- 
cessful operation of the com- 


pany. The management as- 
sumptions are fed into the 
computer and its electronic 


brain forecasts for years ahead 
the effects of these assump- 
tions on future earnings and 
the requirements for addition- 
al working capital. Results of 
these predictions are then used 
by management to establish 
the best operating policies for 
the company. 

The computer is a product 
of J. B. Rea Co., Santa Mon- 
ica, Calif. 


HOW MUCH 


to make or buy 


WHEN to make 


or buy it 


a practical 
man’s 
approach to 


ECONOMICAL PURCHASING 


Now, the production-purchasing man has his own 
guide to mathematical inventory control — written by 
an author who talks his language. This is the first and 
only book on the subject designed for the man who 
must do the job himself. It is not a text book — nor 
is it a theoretical study. Instead, it lunges directly 
into the heart of your problem — H HOW MUCH to 
make or buy; and WHEN to make or buy it. 


SCIENTIFIC 
INVENTORY 
CONTROL 


by W. EVERT WELCH, Director 
of Purchasing, Aeronautical Division, 
Minneapolis-Honeywell 





168 pages, 842 x 11, illustrated, $12.50 


This book shows how modern business mathematics 
can give you the answers to “how much to buy” and 
“when.”” But you don’t have to be a mathematician 
to read and use it. 86 easy-to-understand tables and 
figures lead you by the hand through proved-in-use 
formulas that are now being used to control inventory 
in dozens of well-managed firms. 


Here’s a partial list of contents 


Chapter 1. Why formulas are advantageous in the 
determinations that create inventory. 


2. How to analyze inventory in terms of relative annua 
usage to properly allocate emphasis to various parts. 


3. How to identify the two segments of any inventory: 
stock for usage and protection against stockout. 


4. How to make cost reductions in working inventory 
without making the usual cost studies of carrying 
inventory or order placement. 

6. How to make and use a large variety of tools for 
order quantity determination. 

7. How to modify order quantity decisions where 
there are tooling or setup charges or where the price 
changes at fixed quantity discount points. 

8. How to use order formulas where the projected usage 
is a variable. 

12. How to evaluate leadtime data in the determina- 
tion of reorder points. 

13. How to evaluate usage data in the determination 
of reorder points. 

14. Why stock failures as a percen 
of orders is only a partial answer to sa 

performance. 

15. How to prepare a formula for manual or data 
computer use and for over-all improvement of inven- 
tory performance. 

16. How to make use of scientific principles in a typical 
application to a simple inventory. 


USE THIS COUPON TO GET 
A FREE 10 DAY EXAMINATION 


e of the number 
sfactory inventory 
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Management Publishing Corp. 
Room 81, 22 West Putnam Ave. 
Greenwich, Conn. 


| Please — te nd me a_free-examination a ot 
| SCIENTIFIC INVENTORY CONT 
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| without paying any money, or send you my 
| check or money order for $12.50. 
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Solutions were created... 


sound engineering ideas, however, 
the company did manage to land 
a few interesting and complex 
design assignments. The three en- 
gineers worked on equipment for 
automatic welding of propeller 
blades, equipment for automatic 
color balancing of color photo- 
graphs, and automatic pin setting 
machinery for bowling alleys. 

But growth was slow at first. 
Often to meet rent bills and other 
commitments, the company found 
it necessary to loan out one of its 
engineers for consulting work. 
Clearly there was not much im- 
mediate growth potential in the 
direction SMI was heading. 

Change in direction. Lengthy 
thought sessions were devoted to 
this problem. The outcome was a 
decision to consolidate and 
re-direct the scattered sales efforts 
to a single area: the aircraft in- 
dustry. This was an area where in- 
terest in electronics was high. But 
it was also an area where most of 
SMI’s competitors were concentrat- 
ing. What could SMI offer that 
would give it a foothold and a 
chance to demonstrate its abilities? 

Shannon, Granholm and Redem- 
ske decided that they would have 
to come up with “something extra” 
that would attract attention. They 
attacked this problem with a typi- 
cal engineering approach. Endless 
hours were spent studying de- 
velopments in aircraft electronics, 
and projecting trends into the fu- 
ture. In contacts with airplane 
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manufacturers, the Air Force and 
other sources of information, they 
began to form a picture of what 
future needs would arise, and what 
developments would be required 
to satisfy these needs. 

One kink that commanded their 
attention had to do with the main- 
tenance of automatic control de- 
vices. When a complex aircraft 
control system broke down, it was 
a time-consuming chore to locate 
the cause. An electronics expert 
was needed for the job. Until the 
difficulty was located, the entire 
control system—and thus the air- 
plane itself—was out of commission. 

SMI soon had what it felt was 
the answer to this problem: sepa- 
rate functional packaging of vari- 
ous components of a control system. 
Using this design idea, if a break- 
down was determined to lie some- 
where in an amplifier, for example, 
the entire separately packaged am- 
plifier unit could be removed for 
repair and a new one plugged in 
to get the system back in opera- 
tion immediately. Furthermore, this 
type of functional packaging would 
result in standardization. Basic 
components could be developed 
that, when combined in different 
ways, could fill a wide variety of 
needs. 

A new surge of selling activity 
was undertaken while the basic de- 
sign concept of functional packag- 
ing—or “Mechatronics” as Shannon 
later named it—was being refined. 
SMI had begun to land research 
and development contracts both 
from the aircraft industry and from 
the government. The company still 
had no capital, but it now seemed 
to have found its direction. And it 
was gaining a reputation for good 
design. To potential customers, 
SMI was becoming known as an 
outfit that could come up with the 
right answers when answers were 
needed most. 

Shannon was convinced that by 
operating on this basis enough prof- 
its would soon be accumulated to 
make possible the big step from 
designing equipment to the more 
profitable function of producing it. 

First contract. The opportunity 
for this big step came sooner than 
had been expected. In 1948, less 


than two years after SMI had been 
established, Shannon walked into 
the office of Republic Aviation 
Corp. and was handed a million- 
dollar contract to produce in quan- 
tity a computer unit that SMI had 
recently developed using its func- 
tional packaging concept. It was 
clear that the successful completion 
of this contract was all that would 
be required to give SMI the name 
it was seeking as an electronics 
manufacturer. 

The contract had been granted 
—and accepted—on the assumption 
that with an order in its pocket 
SMI would have no difficulty bor- 
rowing the necessary capital to get 
started. 

This assumption, however, 
proved to be unfounded. As far 
as the banks were concerned, SMI 
was a poor risk. The tiny company 
had demonstrated its engineering 
ability all right, but how could the 
bankers be sure that the three 
youthful men who composed it 
were capable of organizing and 
managing a production operation? 

Every attempt to borrow the 
desperately needed capital failed. 
It was beginning to look as though 
the much-sought-after production 
contract was going to have a nega- 
tive rather than a positive effect 
on the business. If SMI was un- 
able to deliver according to the 
agreed upon terms, the chance of 
landing another contract in the 
near future would be slim. 

Thus on the brink of success but 
cornered by a lack of funds, SMI’s 
three engineers realized that they 
would have to improvise their own 
financing method if they were to 
salvage the value of their months 
and years of preliminary work. 

Price scaling method. A wide 
variety of ideas were considered, 
but none held together under 
realistic analysis—until Shannon 
himself hit upon a plan _ that 
seemed to hold some merit. 

The idea was to scale up the 
price of the first units produced 
under the contract, then reduce the 
price for succeeding units on a 
sliding scale. The pricing schedule 
could be constructed in such a way 
that by the completion of the 
order, the average of the sliding 
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prices would be the same as the 
unit price agreed upon in the con- 
tract. Since the contract called for 
payment upon delivery, this would 
mass SMI’s profits into the begin- 
ning of the production period, 
when they could be used to ex- 
pand facilities and payroll for an 
increasing volume of output. 

The scheme was dependent 
upon three requirements: 1) the 
ability to get into production on 
at least a fractional basis, then 2) 
the ability to expand fast enough 
to meet the final delivery date, 
and 3) the ability to obtain ap- 
proval of the plan from the cus- 
tomer, Republic Aviation. 

The first hurdle was cleared 
when it was determined that 
enough capital and credit could be 
scraped together to finance pro- 
duction of the first few units. Plot- 
tings of profit and _ production 
curves showed that through care- 
ful control and timing, the delivery 
date probably could be met. 

Finally, armed with facts, figures 
and graphs to support his plan, 
Shannon approached Republic. He 
explained SMI’s financial dilemma, 
then boldly asked for approval of 
his price scaling plan. Republic 
finally approved and SMI was in 
business. 

As had been anticipated, the on- 
time completion of this contraci 
established SMI as a manufacturer 
of electronics subsystems. Shannon 
and his associates had demon- 
strated not only that they could 
handle a complex design assign- 
ment, but also that they could 
adapt their experience as engineers 
to the job of managing a compli- 
cated manufacturing operation. 

More contracts followed both for 
design and production. By the end 
of 1949, SMI had 100 people on 
its payroll and a million dollars 
backlog in unfilled orders. In 1951, 
sales reached $8 million. 

Public finance. All of this had 
been accomplished on the small 
initial investment of $6,000 sup- 
plied jointly by the three founders. 
But now as the company began 
doubling and redoubling its size, 
it found itself again in a severe 
financial squeeze. This time SMI 
turned to public finance and, 


JANUARY 1957 


then 


largely on the basis of its growth 
record, floated a successful million 
dollar stock issue in 1952. Two 
years later, $2 million in converti- 
ble debentures were placed on the 
market and over-subscribed on the 
first day of the offering. A $3 
million line of unsecured bank 
credit was established in 1954 and 
has since been increased. 

SMI had _ been - successfully 
launched—with only token capital. 
It was financially sound. It had 
grown into sizable plant operations 
on both the East and West Coasts. 
In 1953 SMI acquired a Canadian 


PROBLEM NUMBER 2: 


act 
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ions were taken. 


subsidiary. Sales were going up 
and up; the company was bidding 
regularly—and often successfully— 
with the giants in its field. 

President Shannon was aware, 
however, that merely launching a 
business is not accomplishment 
enough, particularly in an industry 
as dynamic as electronics. He and 
the team of management men who 
by now had been brought in to 
head the SMI operation faced the 
task of keeping their company 
competitive. Among other require- 
ments, this task called for a new 
kind of salesmanship. 


How to Create Tomorrow’s Sales Now 


How SMI determines customers’ 
future needs, and controls sales 
from anticipation to final pro- 
duction 


w Increasing sales usually mean 
growth, but unplanned sales may 
lead to a profitless dead end. This 
applies particularly for a firm like 
Servomechanisms, Inc. where spe- 
cialized products and services are 
involved. 

Once SMI had been launched, 
President Shannon, the young en- 
gineer turned administrator, real- 
ized that future planning had to 
become one of his own and his 
management team’s prime func- 
tions. Shannon, in fact, becante a 


planning enthusiast to the point 
where his entire frame of reference 
moved from the present to the 
future. And understandably, he 
began to place particular emphasis 
on pre-planning sales. 

This was not only desirable; 
under the circumstances, it was 
vitally necessary. Nearly all of 
SMI’s business had been concen- 
trated in the direction of the air- 
craft industry, primarily military 
aircraft. Advancements were—and 
are—taking place in this field so 
rapidly that a component is usually 
obsolescent the instant it goes into 
production. 

This means that firms supplying 
technical items to airframe manu- 
facturers are required to grind out 
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a constant array of refinements and 
new ideas in order to keep pace 
with the advancing technology. 
Even more, it means that a sup- 
plier who wants sales must come 
up with an advanced new product 
as soon as possible after the need 
for it comes into existence. Prefer- 
ably, the new unit of equipment 
should be ready at the same time 
the customer’s need for it appears 
—or even before. 

Shannon recognized early that in 
his field of aircraft electronics, 
orders often go to the concerns 
that are the quickest in solving a 
new problem or filling a new need. 
To Shannon’s way of thinking, this 
kind of competition called for both 
an alert research and engineering 
staff, and an advanced method of 
creative selling that would serve 
as an integral part of the product 
development function. 

The problem was to determine 
in advance what new products cus- 
tomers would need in the future— 
often as much as five years in the 
future—and then to determine 
which of these offered the best 
profit potential. 


THE ANSWER 


It took two years of analysis and 
refinement, trial and error, but 
finally Shannon and his manage- 
ment group evolved a sales plan 
exactly paralleling SMI’s needs. As 
with most of Shannon’s other pro- 
grams, this one emerged in_ its 
simplest form, free of fancy frills. 
It consists of a semi-formalized, 
logically organized method of steer- 
ing and controlling a sale from 
beginning to end. 

Shannon’s sales plan is called 
“phase selling.” It breaks down the 
sales function into seven distinct 
phases, or steps: 1) anticipation, 
2) interpretation, 3) decision, 4) 
proposal, 5) follow through, 6) en- 
gineering, and 7) _ production. 
Throughout this seven-step cycle 
management is kept informed of 
progress by means of regular re- 
ports. 

Here is how phase selling works: 

Anticipation. Probably the most 
unusual aspect of phase selling is 
the preliminary anticipation of the 
sale. It is during this step that 
SMI begins to set its sights on its 
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customers future needs. It does 
this by keeping informed on what 
its customers are doing and the 
directions they are heading. 

A sturdy communications  net- 
work has been set up between SMI 
and its various customers. The net- 
work consists of a string of liaison 
men—usually experienced __ en- 
gineers—assigned to customer 
plants. Some of these men work 
full-time with a single customer, 
others cover two or more. 

In addition to providing general 
customer service, these men func- 
tion somewhat like correspondents: 
they dispatch news back to SMI. 
The value of their work is de- 
pendent upon their ability to win 
acceptance and confidence from 
key personnel throughout the cus- 
tomer’s operation. Once they make 
clear that they are serving a con- 
structive purpose through their 
fact-gathering activity, doors begin 
to open to them. Then they start 
feeding reports to SMI on what 
problems the customer is thinking 
—and worrying—about, and what 
significant developments are tak- 
ing place. 

Interpretation. With this infor- 
mation, SMI’s management is able 
to chart development trends and 
project these trends into the future. 
This in turn makes it possible to 
define what needs the customer 
will face that SMI might be able 
to satisfy. 

For example, a_ hypothetical 
manufacturer might presently be 
making an advanced type of pas- 


senger plane that is automatically 
controlled except during takeoffs 
and landings. Reports from SMI's 
customer liaison man might indi- 
cate that thought is being given 
to refining this plane further. SMI 
could then take an educated guess 
that by a certain date in the future, 
the company will want to come up 
with a plane that will need no 
human pilot at all—but that will 
need new automatic control equip- 
ment that SMI can help supply. 

SMI’s management and _techni- 
cal experts have not always been 
right in working out these deduc- 
tive guesses. However, they have 
been right enough times to make 
the program extremely worth-while. 

Decision. Once a probable or 
possible customer need for the fu- 
ture has been flagged, this ques- 
tion must be answered: Shall we 
attempt to develop the equipment 
that will fill this future need? 

Answering this question is the 
responsibility of a high-level Prod- 
uct Board. Each of the company’s 
four major branches has a Product 
Board composed of the branch 
manager, customer services man- 
ager, chief engineer, contracts ad- 
ministrator, and often the manu- 
facturing manager and chief ac- 
countant. 

A varied range of qualifications 
gets consideration by the board 
during the review of a new sales 
project: Is the needed equipment 
within the scope of SMI's opera- 
tion? Is it in line with our concept 
of functional packaging? How 
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strong are the chances that the 
equipment will actually — be 
needed? Will there be enough 
volume of sales to warrant the in- 
vestment of development time, or 
could we better utilize our en- 
gineering resources on another 
project? 

Following the analysis of these 
and other questions, the decision 
is made to reject, to postpone or 
to proceed with the project idea. 

Proposal. If the Product Board's 
decision is to proceed, the next 
step is to make the actual sale. 
Sometimes this phase must be de- 
layed until the customer's develop- 
ment work catches up to the point 
where SMI has projected it. At the 
earliest possible time, however, a 
proposal is worked up offering the 
customer a solution to his forth- 
coming problem. This proposal 
might consist of a general recom- 
mendation that research and de- 
velopment work be carried out, 
and an estimate of the fee SMI 
will charge for this work. On the 
other hand, if SMI already has 
equipment that can be altered, ex- 
panded or refined to fill the new 
need, the proposal might consist 
of an actual bid for the job of 
supplying the equipment in the 
necessary quantity. 

Remaining steps. Once the pro- 
posal has been submitted, the sales 
department begins its follow-up. 
The customer is never permitted 
to sidetrack the proposal too long. 
The follow-up phase continues until 
a sale is made, or the proposal is 
rejected. 

If and when the order is written, 
the engineeritg phase is scheduled, 
and when this phase is completed, 
the subsystem or component finally 
enters the production phase. 

Under rare circumstances, these 
seven phases of a sale may take 
place in a matter of weeks. Far 
more commonly, however, phase 
one occurs years or at least months 
before the sale is finally trans- 
lated into production. 

Shannon believes that phase 
selling provides SMI with a com- 
petitive advantage, and also per- 
mits his company to supply more 
and better customer service than 
would otherwise be possible. 

But phase selling does even more 
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than this: it helps SMI plan and 
schedule its own work, eliminating 
the jagged ups and downs of feast 
and famine. 

Shannon likes to talk in meta- 
phors and likes to diagram his 
thoughts while he is talking. 

“A sales program must be 
planned if you are going to oper- 
ate profitably,” he says, starting to 
doodle. “It’s like flying an airplane 
non-stop from New York to Los 
Angeles. You establish your flight 
plan—your route and_ timetable. 
From then on you know you 
should be over Pittsburgh by such 
and such an hour, and over Albu- 
querque a specific number of hours 
later. If you aren't, you know you 
are going to have to take certain 
action to get back on schedule, or 
you are going to have to change 
your flight plan.” 

Shannon visualizes phase selling 
as a series of overlapping curves, 
with each curve representing a 
separate sales project. His curves 
begin at the base representing the 
anticipation phase, move steadily 
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upward through the other phases 
to peak production, start down 
again as production begins to slack- 
en off, and finally come back to 
the base when production ends. 
The objective is to maintain a 
steady series of curves, such as 
those shown here in his diagram, 
so that over-all production is main- 
tained as a steady and upward 
line. He says that the real economy 
and profit comes when the peaks of 
the curves are flattened against the 
upper line, representing long pe- 
riods of peak production for the 
various products. 

Based on thinking such as this, 
SMI is able to program its own 
sales—and profits—two years ahead. 
Within this two-year period, a spe- 
cific goal is set for each three- 
month period; the quarterly goals 
serve as landmarks—equivalent to 
Pittsburgh and Albuquerque—that 


help keep the company on course. 

Spotting deviations. The goals 
are set on the basis of information 
continuously being fed in to man- 
agement, including the _ status 
reports covering each project un- 
derway within the phase selling 
framework. Shannon receives re- 
ports that show him whether or not 
sales and profits are on target. 

It is seldom that there is a de- 
viation from the predetermined 
course of more than a few per- 
centage points. The program is 
kept realistically flexible, however, 
so that goals can be adjusted when 
this is necessary. 

Shannon points out that the suc- 
cess of a programming plan such 
as this rests heavily on the ability 
to convince the people who must 
work with it that it is of value. In 
SMI’s case, the job of keeping peo- 
ple sold on the plan is made doubly 
difficult by the extensive number 
of forms required to be filled out 
and used. But the company feels 
that the paperwork serves a pur- 
pose: “Forms mean hard _think- 
ing.” 

Can potential deviations from 
the predetermined sales pattern be 
spotted before they occur? 

“Yes,” says Harold Carlson, staff 
projects coordinator. “We've got to 
recognize the deviations before 
they happen. We do it by knowing 
what to look for. Certain normal 
events precede a sale by a year or 
six months, for example. If these 
elements are lacking, you know 
youre going to run into trouble. 
The trick is to spot trouble early 
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and do something to get rid of it 
before it happens—before it wrecks 
the sale.” 

Shannon emphasizes the point 
that SMI sales planning is not 
merely sales forecasting. In a re- 
cent memo to salesmen, he said: 

“It is hoped that none of us look 
upon the obtaining of a purchase 
order as most of us look upon the 
weather—namely, we know it is 
going to rain and we know ap- 
proximately how much it is going 
to rain and approximately when, 
but we are all quite sure we cant 
do anything about it! Rather, I 
would like to think that we know 
approximately how many purchase 
orders we are going to be able to 
obtain for how many dollars and 
approximately when, and that we 
have it well within our power to 
produce these purchase orders. For 
example, we know if we don't pro- 
duce them, some other company’s 
salesman will get them. Hence, the 
fellow who is the best equipped 
and has an organization to stand 
behind him stands the best chance 
of producing sales.” 


PROBLEM NUMBER 3: 


How to Predict and Reach 
a Distant Growth Goal 


How an internal-external de- 


velopment program forms the 


structure for SMI’‘s future 


@ Pre-planning is vital to a com- 
pany operating in an industry as 
sensitive as electronics. That’s why 
the sales and profits of Servomech- 
anisms, Inc. are planned two years 
ahead. 

But for a company whose pace 
has been set as rapidly as President 
Shannon has set SMI’s—a pace that 
keeps the company advancing even 
within the rocketing scope of its 
own industry—two-year-ahead plan- 
ning may not be adequate. Under 
such conditions, there exists the 
very plausible danger that you will 
get out of control by actually out- 
distancing the range of your own 
plans. 
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Before Servomechanisms, Inc. 
had gone far, Shannon’s own ex- 
periences alerted him to this dan- 
ger. So he began probing far into 
the future—five, 10, even 15 years 
ahead. His conviction became this: 

# That only by anticipating the 
changes that would take place 
within his industry could SMI con- 
tinue its success. 

# That it was necessary for 
SMI’s management to study every 
conceivable course the company 
might take within the broadening, 
changing electronics field. 

® That from these many 
courses, the best course—the one 
holding the highest potential for 
growth and profits—would have to 
be determined, charted and_ fol- 
lowed. 

Shannon also attached himself to 
the philosophy that a company that 
wants to be a leader must do more 
than opportunistically ride advanc- 
ing trends. Such a company must 
also take the responsibility for help- 
ing to create trends of advance- 
ment. At SMI, this creative job is 
termed “advancing the state of the 
art.” It is based on Shannon’s atti- 
tude that “to sit back and utilize 
today’s technology is not enough.” 

Shannon faced a big job in trans- 
lating these convictions of his into 
purposeful programs. The job was 
to prefabricate a flexible super- 
structure for SMI’s future, a struc- 
ture that could be adapted as cir- 
cumstances warranted, yet that 
would remain rigid enough to keep 
the company on course. 


THE ANSWER 


Two staunch programs have been 
hewn to form the supports for 
SMI’s long-range planning. The 
first is internal in nature; it is built 
around new product development. 
The second is external in nature 
and is based on the acquisition of 
other firms. 

New product development. To 
date, most of SMI’s expansion has 
been vertical within the aircraft 
segment of the electronics field. 
Shannon believes that this is as it 
should be for the time being: it 
gives his company a singleness of 
purpose. But vertical expansion 
within a specialized field contains 


an element of risk and Shannon 
feels that the time will come when 
this could reach the point of dimin- 
ishing return. 

Thus a new product develop- 
ment program is underway now. 
Its purpose is to diversify product 
lines within the over-all electronics 
field in order to assure a broad 
enough product base to support 
SMI’s anticipated future growth. 

The program includes a special 
kind of suggestion system which 
supplements SMI’s phase selling 
(see Problem Number 2). The 
phase selling method provides 
SMI’s engineers with a steady in- 
flux of specific customer problems 
to be translated into new products. 
On the other hand, under the sug- 
gestion system method, ideas are 
conjured up internally by person- 
nel throughout SMI (particularly 
engineering and sales personnel). 
Some of these new product sug- 
gestions pertain to the company’s 
present line of business; others, 
however, are related to other elec- 
tronics markets—some of which do 
not even exist yet. 

At the hub of the suggestion sys- 
tem is a New Products Committee 
that serves both as idea stimulator 
and clearinghouse. This committee 
holds the responsibility for decid- 
ing what products SMI will make, 
and when. It is composed of man- 
agement people from market re- 
search, advanced engineering and 
sales; other committee members are 
assigned from time to time by top 
management. 

Meetings are held religiously at 
least twice a month. Every new 
product idea is reviewed and ac- 
knowledged within a maximum of 
30 days after it is received. Shan- 
non feels that this is important: 
“The fact that meetings are held 
regularly, and that ideas are eval- 
uated rapidly and fairly, tends to 
stimulate ideas from the people 
who are in the best positions to 
feed them in to the committee. 
And, in our business, we need ideas 
more than anything else.” 

Product ideas are judged on the 
basis of how well they fit into com- 
pany policy, company capacities, 
the functional packaging concept 
and future markets. 

Shannon has fixed in his mind a 
tentative date when he believes it 
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now said 


to have had foresight 


The first who bought the new A. B. Dick, Model 350 offset 
duplicators, were asked why—why bet on the unknown, 
why try untested equipment? 

Within a few months hundreds of these machines were 
sold. Now, some of the first buyers are getting their second 
and third pieces of equipment because their 350’s are setting 
records in turning out more copies in less time at lower cost. 
These are the people now said to have had foresight. 

Much as we appreciate their enthusiasm, the fact is that 
the A. B. Dick, Model 350 offset duplicator had been sub- 
jected to a strict testing program before it was put on the 
market, thus making sure that even the first buyers would 
not be asked to take chances. Credit goes to them for quickly 
spotting the basic improvement and features that assure 
day after day top performance both in copy quality and 
saved production time. For more information about this 
machine that has let offset duplicating make good its 
promise, simply mail the coupon below. 


AB: DIC 


MIMEOGRAPH °¢ SPIRIT * AZOGRAPH * OFFSET 
IMPRESSION PAPERS + FOLDING MACHINES 


5700 Touhy Avenue 
Chicago 31, Illinois 


Model 350. 


Name Position__ 





Organization__ ot oe 


AGarem 


2S Le a ae ees ___ State__ 


(Circle 328 for more information) 
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SMI executives discuss a possible acquisition with the heads of another electronics firm. 


will be right and proper for SMI 
to begin horizontal expansion in 
earnest. Present advances in the 
state of the electronics art, he says, 
are preparing the way by opening 
up sizeable new markets for elec- 
tronic equipment all around. For 
example, whereas in the beginning 
SMI was unable to make a go of 
it in the field of industrial auto- 
matic controls—automation—Shan- 
non says that his company may 
soon be ready and able to return to 
this market since businessmen are 
far more generally aware now ‘of 
what advanced electronics can do 
for them in their factories and of- 
fices. The same applies in other 
areas, and thus SMI is getting 
ready now—through new product 
development—to expand into some 
of the most potent of these areas 
when the appropriate time comes. 

Low budget research. As would 
be expected in a company whose 
products are as complex and tech- 
nical as SMI’s, a sound—yet low 
budget—research effort is also an 
important part of future planning. 
SMI research is under the direction 
of Vice President Ralph Redemske, 
one of the three founders. 
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Redemske is known as SMI's 
Buck Rogers. He operates his re- 
search program on the West Coast 
in separate facilities away from 
other company locations. The work 
is carried out with a relatively small 
staff of top drawer scientists and 
engineers. Despite the fact that 
Redemske operates with a budget 
of only about 1% of sales, he func- 
tions both as an ivory tower re- 
searcher (projecting present tech- 
nology about 10 years into the fu- 
ture) and as a thoroughly practical 
researcher (proving out solutions to 
SMI’s_ present day-to-day prob- 
lems). To accomplish this, he uti- 
lizes a research method that he de- 
scribes as “the fast pass.” 

“Our job is to prove and under- 
stand phenomenon,” he says. “We 
let the operating engineers take 
our technology and reduce it to 
practice. In fact, we try to encour- 
age operating people to develop 
our work further, even before the 
immediate need for such research 
is present.” 

The fast pass is a direct approach 
without abstraction. Redemske 
and his group look for a glimmer 
of truth hidden behind some new 


problem. They try to make some- 
thing work, then they find out why 
it does or doesn't. The findings are 
then turned over to the men who 
can build on this basic and ad- 
vanced knowledge. 

“To us,” says Redemske, “re- 
search is a matter of keeping your 
feet on the ground and your head 
in the clouds.” 

Company acquisition. While the 
suggestion system and research pro- 
gram are preparing SMI for in- 
ternal future growth, another pro- 
gram is underway that will provide 
an external force for the horizontal 
expansion that will be the future 
target. This is a plan to integrate 
other firms into SMI through ac- 
quisition. 

Says Shannon: “We feel that 
through acquisition we can enrich 
our management and avoid the 
possibility of becoming ingrown in 
our thinking.” 

Shannon has settled upon defi- 
nite policies for the acquisition pro- 
gram. Says he: “Our acquisitions 
are going to be thoroughly planned. 
We don't want a helter-skelter ad- 
dition of small outfits—even if they 
are growth outfits—just for the sake 
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These companies are planning for tomorrow. That’s why today you will find automation for figures at work 
in their offices. These and hundreds of other businesses, large and small, use Monro-Matic desk calculators. 


This new Duplex Calculator gives instant answers to several problems simultaneously 
—actually adds as it multiplies, adds as it divides, and by storing sf 
individual answers automatically eliminates the time-consuming addition or eC 
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of expansion and_ diversification. 
That is not what I would call 
healthy.” 

SMI got its external develop- 
ment program underway officially 
just last year. A preliminary step 
was to find someone to direct the 
program. 

Shannon found his man in the 
person of Najeeb E. Halaby, who 
was brought into the company to 
function as vice president for com- 
pany development. Halaby was se- 
lected because his unique combina- 
tion of abilities exactly matched the 
requirements of the job. Former 
Navy jet pilot, lawyer, former gov- 
ernment executive, and expert in 
the field of air traffic safety, Halaby 
has been an aid to Laurence Rocke- 
feller, with the job of assessing and 
advising Rockefeller on the growth 
potential of various firms within 
the area of aviation electronics. 

Under Halaby’s lead, the pro- 
gram of company acquisition is 
moving ahead with purposeful cau- 
tion. Stringent requirements have 
been set which companies must 
measure up to if they are to be 
considered as candidates for ac- 
quisition. Among the criteria are: 
1) a minimum return on investment 
of 25% before taxes must be practi- 
cal within three years after acqui- 
sition, and 2) the acquired firm 
must provide a market position or 
a capability that cannot be devel- 
oped more effectively by SMI’s in- 
ternal growth. 

Says Shannon: “Our plan for the 
future is to grow by balancing in- 
ternal development with external 
absorption. The result we antici- 
pate is a 25% increase in sales each 
year. 


PROBLEM NUMBER 4: 
How SMI Solves the 
Engineering Shortage 


SMI adapts and improves on the 
big company methods of at- 
tracting, holding and using top 
engineers 


More than mere complex com- 
ponents and subsystems, Servo- 
mechanisms, Inc. sells its creative 
engineering ability. This fact has 
presented President Shannon and 
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his management with a three-phase 
problem: 

First is the simple reality of an 
engineering shortage made partic- 
ularly significant by SMI’s mush- 
rooming growth. Such growth 
translates itself into an_ ever- 
increasing demand for high grade 
engineering talent. Further, SMI's 
main plants are located in the New 
York and Los Angeles areas where 
competition for technical person- 
nel is unusually strong. 

Second, President Shannon has 
been made keenly aware that solv- 
ing the engineering shortage is as 
much a question of how you apply 
technical talent as it is a question 
of getting and holding it in the first 
place. For example, under a former 
decentralized organizational struc- 
ture*, it was occasionally discov- 
ered too late that different plants 
were wastefully expending dupli- 
cate engineering time on essentially 
the same problem. 

Finally, SMI has faced the need 
to develop management ability 
among its engineering specialists. 
Shannon has found that most en- 
gineers are content for a time in 
their capacities as specialists, but 
then begin to set their sights on 
management jobs. If you do not 
move men up the ladder into these 
jobs, says Shannon, they become 
discontented and discouraged; if 
you do move them up and they 
lack management skill, the com- 
pany suffers. 

It would be an oversimplifica- 
tion to say that SMI has not felt 
the pinch of an engineering short- 
age. The severity of the situation, 
however, has caused the company 
to devise methods that constitute 
particularly effective counteraction. 
The result has been, to all intents 
and purposes, a nullification of the 
problem. SMI’s ability to attract, 
hold and utilize top engineers has 
been one of its most notable 
achievements. 


® The evolution of SMI’s organization struc- 
ture is a story in itself. The company has gone 
from simple centralization to decentralization, 
and now is working back toward centralization 
again. A management consultant firm has 
helped to chart a series of organizational 
changes that extend well into the future. An 
ultimate structure has been predetermined, as 
well as the target date for reaching it by 
means of ths gradual, step-by-step process. A 
detailed analysis of this program is scheduled 
for a forthcoming issue of MANAGEMENT 
METHOps. 





LNGINEE RING 
REVIEW 


SMI’s own quarterly review equals standards 
of professional journals. 


The company does not offer en- 
gineers a carefree life of leisure 
with golf courses, swimming pools, 
vacation paradises. Instead, it at- 
tracts ample quantities of top qual- 
ity technical people by offering 


them just one thing: a_ solidly 
grounded program of personal 
growth. 


Despite the fact that SMI is not 
as widely known among the gen- 
eral public as are some of the giant 
firms with which it must compete 
for engineers, among the engineers 
themselves SMI is well known— 
and is widely considered an excel- 
lent place to work. The company 
has achieved this reputation first 
by actually being a good place for 
engineers to work, second by mak- 
ing certain the new crops of grad- 
uating engineers know about it. 
SMI has adapted the methods of 
its bigger competitors, and in some 
cases improved on these methods. 

Summer employment. One meth- 
od used is to hire engineering stu- 
dents during their summer vaca- 
tions. One year, for example, SMI 
went to a college near one of its 
plants and signed up the entire 
junior class of electrical engineers, 
put them to work doing just what 
they were being trained to do. As 
a result, the company was in a po- 
sition to select the best men and 
bring them back in as permanent 
employees when they graduated. 

Engineers as teachers. Work 
with engineering schools, however, 
is a two-way process for this com- 
pany. Not only do students go to 
work for SMI; the company goes 
to work for the students, by having 
many of its top engineers serve as 
instructors on their own campuses. 
President Shannon says that this 
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The American Steel & Wire Division of the 
United States Steel Corporation uses Copyflex 
to reproduce accounting reports directly from 
written worksheets. Elimination of manual 
transcription speeds processing of important 
information, saves thousands of dollars annually 
in clerical costs. 


Crown Zellerbach Corporation uses Copyfiex to 
reproduce customer invoices directly from mill 
order originals. Copyflex eliminates slow, costly 
rewriting and retyping of basic information from 
one form to another, sharply reduces clerical 
work, contributes to better customer service. 
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Receiving data is added onto a translucent copy 
of the purchase order, then Copyflex copies 
serve as receiving reports. No costly rewriting 
of basic order information, no manual copying 
rrors. 








Copies anything typed, written, 
printed, or drawn on ordinary 
translucent paper—in seconds. 


Offices in 37 Cities of the U.S. and Canada 


CHARLES BRUNING COMPANY, INC. 
4700 Montrose Avenue, Chicago 41, Ill. 
{n Canada: Charles Bruning Co. (Canada), Lid., 105 Church Street, Toronto, Ontario. 
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Copyflex Desk top Model 110 copies originals 
11 inches wide by any length. Only $555. Other 
models available to copy originals up to 46 
inches wide. 


Only Copyflex Copying Gives You These Big 


Everywhere, progressive firms like those described here are simplifying 
and speeding business operations with the revolutionary Copyflex one- 
writing method which eliminates slow, error-prone, manual transcription 
of information from one form to another. Copyflex can do the same for 
you. Here are some of the reasons why: 


SPEED! SHARP, BLACK-ON-WHITE COPIES IN SECONDS! 

It takes only seconds to make Copyflex copies . . . directly from originals! And 
you can make any number of copies from the same original—all as sharp and 
readable as the first! 


LOW COST! LESS THAN A PENNY PER COPY FOR MATERIALS! 

Letter-size copies cost less than a penny each for materials. Besides, Copyflex 
is economical to operate and maintain. No special installation or auxiliary 
equipment needed. 


VERSATILITY! WIDE VARIETY OF COPYING MATERIALS! 

Copyfiex offers an unsurpassed range of materials which include translucent 
non-sensitized paper for originals, including columnar analysis sheets; white and 
color-tinted sensitized paper and cardstock; and sensitized paper and film for 
making translucent “‘duplicate originals” from which additional copies can be made. 


SIMPLICITY! MACHINES ARE EASY TO INSTALL AND OPERATE! 

Copyflex requires only an electrical connection—no permanent installation is 
necessary. And anyone can operate Copyflex. Simply insert the original and 
sensitized sheet, and back comes the copy. No negatives, masters, stencils, or 
plates required! 

Copyflex is ideal for office use—absolutely clean, quiet, and odorless! It will fit readily 
into your present systems. Mail coupon today—it can mean important savings for you. 


Charles Bruning Company, Inc., Dept. 12-F 
4700 Montrose Ave., Chicago 41, Illinois 


Please send me information on the Copyflex process and machines. 
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(Circle 330 for more information) 


Advantages for One-Writing Business Systems! 
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PROFILE OF A NEW KIND OF MANAGER 


results in prestige for his company 
among students, and also gives rep- 
resentatives of the company the 
proximity with which to spot top 
candidates. 

“New engineers,” says Shannon, 
“want to work with the best of 
their kind in the business. If you 
let it be known that you have good 
men to start with, you've solved 
most of the problem of getting 
more.” 

Accredited courses. How does 
SMI keep its engineers from seek- 
ing greener pastures once they are 
signed up? The answer is that it 
keeps its specialists continually 
growing into bigger jobs. Further, 
it has injected an “ivy walls” at- 
mosphere into its technical train- 
ing programs. Advanced engineer- 
ing classes are conducted within 
the company that are of sufhi- 
ciently high caliber to merit aca- 
demic course accreditation from 
local colleges. The courses are held 
in the evening and all engineering 
personnel are invited. Again, SMI’s 
own personnel serve largely as the 
faculty, although outsiders also lead 
the courses in some cases. 

Supplementing the accredited 
courses are programs of sympo- 
siums conducted by the company 
on its own products and engineer- 
ing concepts. These meetings are 
held weekly, half on company time 
and half after hours. 

This kind of education and train- 
ing not only benefits SMI’s existing 
personnel; it also contributes to the 
recruiting job, since SMI makes 
sure that word gets around that 
engineers can continue their educa- 
tion at SMI, even to the extent of 
earning advanced degrees. 

Shannon emphasizes that “we 
give our engineers more than just 
a job. When we say we are offering 
career opportunities, we aren't try- 
ing to fool anybody. We mean it.” 

For the engineer who wants— 
and is qualified—to move into a 
supervisory or administrative posi- 





Reprints of this article are avail- 
able at the following prices: 


Single reprints ........ $1.00 
Five reprints ........ 2.50 
Six te GO oc osswe's 40¢ each 
100 or over ...... 35¢ each 
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tion, SMI conducts still another 
training program: seminars devot- 
ed to human relations. ° 

It has become the philosophy of 
SMI’s management that if a spe- 
cialist is qualified to handle the 
human relations problems involved 
in a management job, more than 
likely he will also be able to han- 
dle the other problems that will 
confront him. 

Technical magazine. Together 
with training sessions, SMI gener- 
ates its own technical literature for 
engineers. Standing out as an ex- 
ceptional example is a quarterly 
magazine called the Engineering 
Review, a brainchild of Vice Pres- 
ident Redemske. This publication 
has a circulation limited almost ex- 
clusively to personnel within the 
company, yet attains a standard of 
excellence at least equal to many of 
the professional journals in the field. 
Each issue contains technical arti- 
cles written and edited by staff 
personnel. The Review features the 
latest knowledge and theory that 
applies specifically to SMI operat- 
ing problems, as well as other en- 
gineering data that helps SMI 
personnel broaden their scope of 
knowledge. 

Personal contact. Despite the ex- 
tent of the company’s formal train- 
ing and development programs, 
President Shannon and his top 
management associates do not rely 
solely on such efforts to maintain 
the level of technical talent that 
the company needs. Personal con- 
tact between top management and 
the operating and engineering peo- 
ple is also given high priority. 

Notwithstanding the time-con- 
suming pressure of his duties as 
chief executive, Shannon believes 
that the biggest part of his job is 
communicating with his people: 
keeping them informed, finding out 
what they are thinking, and uncov- 
ering potential problem areas or 
weaknesses in organization before 
they develop. 

“No matter what happens in this 
outfit,” says Shannon, “we're not 
permitting ourselves to loose sight 
of the fact that we can advance 
only as far as the people all the 
way down the line in our plants 
and laboratories, and out in the 
field, will help us advance.” 


A new kind of manager 


William W. Shannon, 39, presi- 
dent of Servemechanisms, Inc., 
heads a successful enterprise with 
present sales at the rate of $19 
million annually. He leads a man- 
agement that has guided the 
growth of the company from its 
inception as “just another” back- 
room electronics firm to the point 
where today it is a landmark in its 
field—and expects to become a 
leader in size as well as reputation. 

Shannon has applied to his job 
as an administrator the open-mind- 
ed, searching approach that he 
learned as an engineer. His prac- 
tice has been to seek out manage- 
ment methods that have been 
proved practical by other scien- 
tifically managed firms, adapt these 
methods to his own needs, and im- 
prove them through experimenta- 
tion based on his own imaginative 
refinements—using a mind un- 
hampered by traditional ways of 
doing things. 

This, in essence, is the manage- 
ment strategy of today’s new kind 
of manager. m/m 


How high is up? 


Shannon sees no growth limit. 
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WORKSHOP FOR MANAGEMENT 


Use this new book to see how 
more than thirty top executives 
and management consultants save 
time, money, and personnel with 
electronic office systems. 


Each method, each application 
has been proved in practice. You 
learn exactly how to get the re- 
sults — how to eliminate the mis- 
takes that other companies ex- 
perience in their own electronic 
office operations. 


From ‘‘giant brains’’ to the 
smaller electronic systems - 
WORKSHOP FOR MANAGE- 
MENT gives you ready-to-use 
information that gets most ef- 
fective use from electronic equip- 
ment like UNIVAC, BIZMAC, 
IBM 650, and the BURROUGHS 
E101. 


Partial Listing of Contents 


% How to get maximum savings 
| with electronic office equipment 
% How to organize your company 
for an electronics operation 

% How to speed up effective use of 
electronic office procedure 

% What to expect in performance 
from electronic office systems 

*% How to staff for electronic office 
operations 

% How to solve the personnel prob- 
lems involved in using office 
electronics 


SEND FOR YOUR FREE 
EXAMINATION COPY TODAY 
Use coupon below 


MANAGEMENT PUBLISHING CORP. 
Suite A-26, 22 West Putnam Avenue, 
Greenwich, Connecticut 
Please send me, for a 5 day FREE EX- 
AMINATION, a copy of ‘Workshop for 
Management.”’ Within 5 days I will either 
send payment for $19, or return the book 

without obligation. 
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“ Salionals save us 123% a year on our investment” 


—MARIETTA CONCRETE CORPORATION, Marietta, O. 


“National Accounting Machines satisfy our 
every accounting need — accounts receiv- 
able and payable, cost and sales analysis, 
payroll, and general ledger. They maintain 
the timing required for record control at 
our five widely-separated manufacturing 
locations. 

“Because of the nature of our business, 
our volume of detailed accounting work is 
less than required by most concerns which 
are leaders in their field. Yet, Nationals 


save us $12,100 a year on our original 
investment of $9,830, or $1.23 on every 
dollar invested. 

“National’s versatility permits convenient 
shifting from one job to another. Operator 
training is simple. And the automatic oper- 
ations produce more work with far less 


effort.” 
re V4 ' 


President 


THE NATIONAL CASH REGISTER COMPANY, pvayron 9, on10 
989 OFFICES IN 94 COUNTRIES 


(Circle 332 for more information) 


----------- 


In your business, too, Nationals 
will pay for themselves with the 
money they save, then continue 
savings as profit. Your nearby 
National man will gladly show 
you how. (See the yellow pages 
of your phone book, or write us 
at Dayton 9, Ohio.) 


* TRADE MARK REG. U.S. PAT. OFF. 
Wutional 
ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 





AGAIN IN 1956—FOR THE LOTH STRAIGHT YEAR — 


IBM electric typewriters 
outsold all_other 
electrics COMBINED! 


“ 
7 
\ 
4 
i 
Fi 
Aj 
4 
f 





\ 


Smart management all over the country 
consistently chooses the IBM Electric over 
all others —and for many good reasons. 
These people know IBM is the world 
leader in electric typewriter progress, 
performance, and popularity. So for 
exciting new developments 

and revolutionary solutions to typing 
problems, they know IBM will 

be first.with the best! 

And they know the IBM Electric boosts 
office efficiency. It saves time 

and energy —helps turn out more 
typing in less time. 





Your IBM representative can show you 
why the IBM is the wisest, most practical 
electric typewriter choice for your 
company, too. Call him for more 
information and a demonstration. 


ELECTRIC .-. WORLD LEADER /A/ PROGRESS, 
TYPEWRITERS PERFORMANCE, AND POPULARITY 











